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| SELL THE ALL NEW STERLING ) THESE RIGID STEEL MEMBERS +) NEVER A STOCKING PROBLEM. IT 7 

POCKET DOOR FRAME BECAUSE MAKE ANY WALL WARP-PROOF; CAN BE EASILY CUT TO FIT ANY 
THE BUILDERS LIKE IT. IT'S AND ITS EASY TO NAIL INTO THE SIZE DOOR. 

SIMPLE AND FAST TO SET UP. WwooD — 
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You, too, should know more about Sterling features. 
































Builders know Sterling means Quality 


Send for complete catalog today! 
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Sliding door track—Hangers - Cushions - Locks - Pulls - Guides - Door Catches 
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in the world 


Doesn’t matter whether your customers know the difference between Picasso or Rembrandt 
—they will appreciate this handy, handsome “silent salesman” of BEAR Sandpapers. And 


the critics agree . . . that sanding becomes a fine art, when you use BEAR Sandpapers. 


This new BEAR Sandpaper Rack No. 59 is the dealers’ choice for fast, 
easy, profitable sandpaper sales. Designed for counter or wall use, 


shipped assembled; it comes with popular grit assortments. 


BEHR-MANNING CO. 


TEOY, Cw Forex 


A DIVISION OF NORTON COMPANY NORTON 


ABRASIVES” 
BEHR-MANNING PRODUCTS: Coated Abrasives * Sharpening Stones + Pressure-Sensitive Tapes 
NORTON PRODUCTS: Abrasives + Grinding Wheels + Grinding Machines + Refractories + Electrochemicals 
In Canada: Behr-Manning (Canada) Ltd., Brantford. For Export: Norton Behr-Manning Overseas Inc., Troy, N.Y., U.S.A 
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You'll sell more of this premium sheathing — made by 
Georgia-Pacific — because it can be stored outdoors with- 
out regard to weather conditions. It’s guaranteed against 
delamination and mold up to one year*—elminates stor- 
age problems, piece-meal deliveries, other costly con- 
struction delays. Builders use this superior plywood for 


all sheathing applications—wall sheathing, roof decking, 
subflooring, etc. It saves time, speeds work in any 
weather — at a cost of only pennies a panel more. All 
standard sizes —5 thicknesses. Edge-sealed panels; steel- 
strapped bundles, 25 inches high, for easy handling. 
Georgia-Pacific Corp., Equitable Bldg., Portland 4, Ore. 


*Georgia-Pacific guarantees G-P Premium Sheathing against delamination and mold for 12 months when stored outdoors off the ground, tarpaulin-covered; or for 6 months, uncovered. 


Remember, men - 





It's Georgia-Pacific 


premium sheathing 
that cerries a 


written guarantee! 
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WHAT IS “DSC”? This insignia 
above, which you'll see used with many 
articles in A.L., is a symbol for DEAL- 
ER SALES CONTROL. It is one of the 
permanent principles guiding our edi- 
tors. It signifies a progressive manage- 
ment method—controlling the sale— 
which works for the home building, re- 
modeling, farm and commercial markets. 

When a dealer controls his sales, he 
performs services for either contractor 
or consumer, assuring adequate profit 
on materials and customer satisfaction. 

DSC can stem from land control, pre- 
fabing, financing, sales of new homes 
or remodeling packages (rather than 
pieces) to builders or consumers by the 
retailer. DSC also means product brands 
and specifications controlled by the deal- 
er. 

As the DSC principle grows, every 
segment of the building industry will 
benefit. There will be more building 
and remodeling; creative selling of qual- 
ity products; stable distribution and 
customer convenience through one-stop 
retail showrooms and stores. 

During the coming months you will 
see dramatic evidence of DSC in Amer- 
ican Lumberman. Topics to be covered 
include land development by the dealer; 
building companies controled by the deal- 
er; fabrication of trusses and other com- 
ponents by the dealer; control of the 
home improvement market by the dealer. 


If you are a small rural lumber dealer, 
we assure you that we understand and 
sympathize with your many problems. 
You're usually overworked and under- 
sold and carry a back-breaking workload. 

But sometimes you can be your own 
enemy. You chase away obvious sales 
by sheer neglect. 

This came to light very vividly in 
the case of a Bucklin, Mo., farmer 
who complained to the Douglas Fir Ply- 
wood Association: 

“During the past year I have re- 
quested from you and received plans for 
farm buildings. Since many of the plans 
are for items I need, I endeavoured to 
secure prices and delivery on exterior 
plywood, particularly Grade C-C as this 
unfinished grade would be suitable for 
my needs. However, I attempted as an 
alternate to secure prices on any other 
exterior grade. 

“Response to my inquiries varied from 
the advice that plywood was not recom- 
mended for exterior use, to a denial that 
there is such a thing as Exterior Grade 
2S on 

“I did manage to secure prices on 
Grade A-C Exterior. But this of course 
is too expensive for my purposes. 

“I have exhausted local lumberyard 
sources and would appreciate if you 
could advise me of the closest firm that 
carries Grade C-C.” 
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Demand-Acceptance 
for Premium Quality 
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Finest Premium Quality 

combined with a 90 year rep- 

utation for unmatched dependabil- 

ity not only has been, but is today, 

the deciding factor behind the demand — 
acceptance for PALCO Architectural REDWOOD. 


Better buy PALCO—there’s no better buy than the best. 


Your dependable supply 
source: Capacity: 155 
million board feet. Inven- 
tory: 100 million board ‘ 
feet — self - perpetuating 905 


timber reserves. 
THE PAC i FIC LUMBER COMPANY 


Mills at Scotia, Eureka, and Elk, California 
100 BUSH ST., SAN FRANCISCO 4 « 35 E. WACKER DRIVE, CHICAGO 1 


x 2185 HUNTINGTON DRIVE, SAN MARINO 9, CALIF. 
MEMBER o F Catt PO's Ro A REDBW OO D AS 3 O0 CIA T 10-8 
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PERSONAL VIEWPOINT 





Your secret power 


In just over 30 days we have received many favorable comments to 
our DSC (Dealer Sales Control) campaign begun in the May 11th issue. 


From these comments we can say explicitly: “You have a secret 
power, a strength that has not been understood before the campaign be- 
gan. Probably the key word here is “secret”; lumber dealers just haven't 
told their story to the public, wholesalers and manufacturers. 


Take home building for an example. We said last month: 


“Dealers build over 175,000 houses yearly for re-sale.” 
“Dealers have a measure of control—and it’s growing to 500,000 
—600,000 homes yearly.” 


Our source for these figures is an exhaustive study we made in 1957 
of our readers in cooperation with the National Retail Lumber Dealers 
Association. Remember this was for 1957; few of us doubt that the fig- 
ures have not grown since then 


Manufacturers, wholesalers and dealers themselves have been impressed 
by these facts gathered by professional research methods. Many pro- 
ducers, for example, are already restudying their marketing to put more 
emphasis on the lumber dealer. Increased merchandising, more mention 
of the dealer in national advertising, we are told, is being scheduled. 


Another phase of DSC—dealers using land for control—has literally 
flabbergasted many industry factors. And, as editors, we must admit 
that our tremendous backlog of exciting files on dealers working with 
land is a revelation. The most expressive stories now pending concern 
dealers with limited funds who, by hard work and ingenuity have de- 
veloped unique land programs. They contradict the dealers who sluff 
off new programs with glib alibis and cries of “too busy.” 


While DSC is scoring on many fronts, we must give most of the credit 
to dealers like yourself who have fully explained every detail of their 
operation to our editors. You realize that one of our greatest problems 
in the industry is a lack of clear communications. When you take a new 
direction, it helps a lot to know what other dealers are doing throughout 
the country. 


In every community, the dealer has a responsibility to convince the 
public of his growing importance. New services, new lines of products 
should be promoted, advertised. We'd like to have a penny for everytime 
we've heard a customer tell a dealer, “I didn’t know you handled that” 
or again, “do you really plan and install kitchens?” 

We're in the finest business in the world. The Texas dealers reported 
in this issue say that the rewards are satisfying, tremendous, when new 
approaches are applied with sweat and imagination. 

In the not too distant future a “National Building Material Dealer 
Week” must become a reality. There is too much happening in this busi- 
ness not to begin planning soon for a big-scale national promotion. 

Let’s look at it this way. There are over 50 million homes in the 
country. These homes are important—a personal, warm part of the 
family living of these homeowners. If we work together, we can make 
every yard in the c untry a demonstration center for better living during 
such a national week. 


You've seen the appeal of a local home show or open house in the 
yard itself. With professional planning and national publicity and adver- 
tising by suppliers, the effect could be multiplied a thousand fold. 


We are guided by the words of Daniel Burnham, famous Chicago city 


planner: “Make no small plans.” 
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Stock the full DAP line! Show it! You'll sell 
more because DAP pre-sells your customers! 


Don’t force your customers to hunt for the DAP prod- 
ucts they’ve seen advertised in top national magazines. 
Stock the full DAP line of caulking, glazing and 
sealants, first of all. Then show DAP products in good 
window or shelf displays. Put DAP self-serve display 
cases at good traffic points. Put all your DAP products 
in one prominent place and pick up extra sales. The 
full DAP line is a full profit line... backed by the 


Write today for 
catalog and 
details of dealer 


program 
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biggest advertising and promotion program in the busi- 
ness. Call your DAP distributor for details on DAP 
quality products and the new DAP program which 
includes special new store display kits for dealers. 


DICKS-ARMSTRONG-PONTIUS, Inc. * Dayton 31, Ohio 


Factories in: Dayton, Ohio « Alexandria, Virginia * Chicago, 
Illinois * Dallas, Texas * Decatur, Georgia * Melrose, Massa- 
chusetts * Richmond, California * Tampa, Florida * Xenia, Ohio 


Advertised to MILLIONS in: 


The Saturday Evening Post * Mechanix Illustrated 
Popular Mechanics * Sunset * The Family Handyman 
Home Maintenance & Improvement 





NEW 
DEVELOPMENTS 


American Lumberman, June 22 


FURTHER SIGNS OF TIGHTENING CREDIT are worrying builders. Commercial 
banks’ prime rate is up from 4 to 44%. The Federal Reserve has 
raised the discount rate of member banks from 3 to 34%. Fanny Mae 
has cut back a full point FHA-VA purchases and stand by commitments. 
Interest rates on Fanny Mae and Federal Home Loan Bank borrowing 
have jumped 1% and are at the peak of the 1957 tight money market. 
The Home Loan Bank's borrowing is for advances to savings and loans 
on mortgage financing. 

Behind the scenes in Washington, it is generally understood that 
Treasury Undersecretary Julian Baird is exerting pressure on the 
Home Loan Bank to stay out of the money market until the Treasury 
borrowing is easier. If housing persists at a good clip, odds are 
better than even that HHFA or FHA will make some credit restrictions 
during the summer. 














ECONOMIST GORDON McKINLEY, Prudential Insurance Co., has confirmed a statement 
by Norm Mason, HHFA head, in our last issue that home building prospects 
are good, but not in the boom bracket. The economist noted that 
housing output recently has been running at an annual rate of about 
1,350,000 units, although "the sustainable market demand for new housing 
in 1959 and 1960 is about 1,250,000 homes." He said, "It is therefore 
likely that home building will begin to drift downward slightly during 
the last half of the year as builders adjust to market conditions." 

The business outlook, McKinley stated, is excellent and the national 
output should reach a record annual rate of $485 billion this year. 
The following year is expected to be even better, $510 billion. 
McKinley warned businessmen that 1960 will be a year of strong 
inflationary pressures with funds in tight supply. 








THE TEN LEADING AREAS FOR HOMEBUILDING may be a surprise for many readers. 
Here's the run-down for 1958: New York-New Jersey, 84,200; 
Los Angeles-Long Beach, 80,600; Chicago, 43,600; San Francisco- 
Oakland, 25,200; Detroit, 23,700; San Diego County, 22,800; 
Washington, D.C., 22,500; Philadelphia, 20,800; Miami, 18,800; 
and Houston, 16,500. 
Start-wise the west now leads the country. West 128,600 vs. 127,500 
in the east. Both the midwest and the south are still far behind. 
But the picture for the south is increased home building in small towns 
and cities not covered by big metropolitan reports. When final 
figures are in for 1959, we predict the southern states will have 
a record growth in house starts. 











FEDERAL AID HAS HELPED HOUSING very little, according to the U.S. Chamber 
of Commerce. Their key argument——we had nearly 1 million starts 
annually more than 30 years ago in 1925 and 1926—with no government 
programs whatsoever. 

Economic expansion and population has grown, but housing starts have 
recently been only about 3 per $1 million of Gross National Product, 
as against over 5 in the mid-1920's--about 65-70% more, reports the 
Chamber. A complete transcript of these significant facts are 
available from the U.S. Chamber of Commerce, Washington 6, D.C. 








PARENTS' MAGAZINE AND NRLDA will erect a model home for display at the 
Building Products Exposition, November 14-17 at Cleveland. The 
3~bedroom house will use Lu-Re-Co components and will include 
Parents' ideas for young families. 

Dealers will be urged to tie in and build similar homes in their 
own communities next year. Parents' will feature the home in their 
June, 1960, issue. 
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Get better protection by enclosing two sides of the carport. Use either Masonite® 
Shadowvent® or lap siding. 












































GABLE ENDS add a distinctive touch to SOFFITS are simple and economical to 
the total design. Any of Masonite’s ex- install, eliminate difficult-to-clean eaves. 
terior panels can be used. Shown here is Masonite Panelwood® takes and holds 
Tempered Presdwood® with battens. paint beautifully. 
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NEW WAYS TO INCREASE ORDERS FOR 


MASONITE 
EXTERIOR 
PRODUCTS 


A good way to fatten the order you are taking for Masonite exterior panels is to suggest 

to your customer additional applications for these versatile, weather-resistant hardboards. 

Many builders have already discovered unusual uses for these handsome grain-free, knot-free panels 
—uses which add to the value of a home and embellish its appearance. 

Shown here are some interesting uses for Masonite exterior products which not only can give added 
profit to your sales but also provide rewarding 

opportunities for your customers (a service they’re not likely to forget). 

Mention some of them the next time you take an order for Masonite exterior 

panels. It can mean better volume and profit for you. 

Masonite Corporation, Dept. AL-622, res 


Box 777, Chicago 90, Ill. MASONITE (AO 


CORPORATION 


®Masonite Corporation—manufacturer of quality panel products 





GARAGE LAYOUT looks better, stays PRIVACY FENCE affords freer, less in- 
free of clutter with 2’ strips of Masonite terrupted outdoor living when made with 
heavy-duty Peg-Board® mounted along one or more of Masonite exterior panels. 
the walls. 
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Every TV selling message and every full-color 
Display Armstrong ceilings for your customers to SEE. 
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ad says: “SEE YOUR LUMBER DEALER!” 
Make Armstrong ceilings a profitable new business for YOU! 
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PRESENTATION BOOKk is Sales clin- 
cher for remodeling contractors. This 
book, part of the Insulite Remodeling 
Kit for contractors, contains ‘‘before 
and after” photographs that show how 
easy it is to remodel a home. Pictures 
of local jobs may be added easily. 


REFERRAL CARDS— also part of the 
contractor Remodeling Kit—are left 
with prospects in the neighborhood of 
satisfied customers. ‘““The Remodeling 
Kit has helped our sales grow by pro- 
viding us with good material,” says 
Jim Pappert of Alma Construction. 


ce 
Ballace R.Bost- 


IMBER MILLWORK 
Showroom 





DEALER MOVES MORE ITEMS. Yard 
Manager Clem Schwarz checks out 
another load to Alma Construction. 
By helping contractors get a bigger 
share of the remodeling market, dealers 
move more Insulite Ceiling Tile—and 
other high-profit items, too. 
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Insulite salesman Bill Fehring and dealer Raymond Shapiro show Insulite Home Remodeling Sales Kit to contractors Fred Doscher and Jim Pappert of Alma Construction Corp. 


increasing our remodeling business,” 


reports this Long Island lumber dealer 


Raymond Shapiro of Wallace R. Post, Inc., Long Island, 
New York lumber firm, likes the way the Insulite Sales 
Plan for remodeling contractors is helping to increase his 
sales in this important market. 

“The Insulite program,” says Mr. Shapiro, ‘‘helps the 
contractor close more sales for remodeling jobs. The per- 
sonalized presentation book, with its ‘before and after’ 
photographs, is a sales clincher. And it follows that when 
we can help contractors like Alma Construction Corpora- 
tion, we benefit. We not only sell more Insulite Ceiling 
Tile, but we increase our volume of all the other materials 
that make up a remodeling project. 

“In addition,” Mr. Shapiro reports, ‘‘the Insulite Re- 


modeling Kit helped us increase our sales to homeowners. 
We’ve upped traffic and consumer sales volume by using 
the materials and following the many helpful suggestions. 
And Insulite salesman assistance—plus the quality and 
versatility of the entire Insulite line—has boomed our re- 
modeling business. We’re getting a bigger share of this 
market now, both from homeowners and through good 
contractor customers like Alma Construction Corp.” 

WANT MORE FACTS? Your Insulite Sales Represent- 
ative will be glad to tell you about this complete remodel- 
ing Kit. If you wish, he will also hold meetings with your 
contractor customers. Call your Insulite man today. Or 
write Insulite, Minneapolis 2, Minnesota. 


sells easy...sells fast...stays sold 


INSULITE. 


Insulite Division of Minnesota and Ontario Paper Co., Minneapolis 2, Minn, 
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pecial AD MATS for Lumber Dealers! 


e Ideas for Ads 


¢ Complete Layouts 


¢ High quality illustrations 


ADservice, produced by American Lumberman, has unique flex- 
ibility. If you promote remodeling, illustrations are offered on all 
big ticket packages. And when a multi-item ad is planned you 
have your choice of hundreds of product mats. 


There are now 34 mat pages available. Each page sells for $3.95, 
less in quantities, and you get a large heading illustration and from 
six to seven smaller illustrations on every page. With each page, 
we also provide suggested layouts and copy. 


Package 2 


Theme and Project 
Illustrations 

Add-a-room (exterior) 
Add-a-room (interior) 
Add-a-room (sketches) 
Attic room 

Christmas, headline illus. 


Entrance, before-after ..... 
Family-recreation room ....23, 32 
Garages 
Garage converted to room...... 
Get ready for winter................ 30 
Home improvement 

(COMEPOSIC]) ....0csercescssccrcescrece 34 
Insulation 
Kitchen 
Modernization Magic 
Money to loan 
Outdoor living 
Paneled room 
Planning help . 
Plywood 


Screened porch 
Warehouse sale 


Package 1 


American Lumberman 
59 E. Monroe St. 
Chicago 3, Ill. 


(Circle pages desired) 


Package 1 


i 2 a 4 4, 6, 7, 8, O 20, 11, 32, 23, 
19, 20, 21, 22 


14, 15, 16, 17, 18, 
_pages @ $3.95 


Package 2 
23, 24, 25, 26, 27, 2, 
29, 30, 31, 32, 33, 34 


__pages @ $3.95 


entire package $44.90 


Catalog Send free catalog 


entire package $82.50 


Products and 

Applications 

Acoustical tile 

Awning, window 

Caulking 

Christmas patterns 
Combination doors .... 
Combination windows 
Counter top 

Doors, interior 

Fan, kitchen 

Fence, picket ... 

Floor tile 

Hardboard, perforated 
Insulation, blanket 
Insulation, pouring ... " 
Kitchen cabinets .................. 
Louvered shutters, interior.... 34 
Lumber, piece-price 32 
Paint, exterior 

Paint, interior 

Ping pong table.. 

Plywood 

Roof cement 

Roofing, shingles . 

Storm sash 

Table legs 

Tools, hand 

Train table, plywood 

Wall tile 

Weatherstrip ... 

Wrought iron railing 


Theme and Project 
Illustrations 


Add-a-room 
Attic Rooms 


Christmas, general 
Christmas, recreation room 
Christmas, tools 

Fencing 

Garage selection 


Hardware 
Home workshop, tools 



































Wall Tile MAT NO. 281 





Kitchen Cabinets 


a 
MAT NO. 264 


Counter Top MAT NO. 285 


Mats shown here actual 
size. Only $3.95 for this 
of mats. Or 








TYPICAL MAT page is shown above. Mat 26 includes a heading 
illustration in three sizes and product cuts for wall tile and 
plastic laminates. If your ad called for other products, they 
would be picked up from other mat pages. For example: No. 34, 
kitchen fans; No. 32 floor tile; No. 10 or No. 23 for additional 


material on kitchen cabinets. 


Mat 
Page No. 


vue 
2, 12 
19 


20 
18 


5 
7 


11 
6 


Home improvement for interiors... 21 


Insulation 

Kitchen remodeling 
Plywood 

Porch or breezeway 
Recreation rooms 


Spring check-up 


Products and 
Applications 


Adjustable post 
Blanket insulation . 


Caulking gun ..... 
Cedar closet lining 


4 
10 
‘47 
9 
, 20 
4 


Ceiling tile, insulating ............... 


Ceiling tile, acoustical 
Concrete mix ..... 


Cornice, plywood 
Counter top 
Cutting board 


Doors, 
Doors, 


Doors 


Doors, 
Doors, 
Doors, 


Fence, 
Fence, 
Fence, 
Fence, 


combination 
flush 
folding 
interior 
louver 
screen 


ornamental 
pickets 


posts 
wood and wire 


Floor tile 
Flooring, hardwood 


Garages 

Garage doors 

Glass block 

Gutter and downspout 


Hardboard, perforated 
Hardboard, wall tile 
Hardware, builders’ . 
Hose, garden 


Insulating plank 
Insulating siding . 
Insulation, blankets 
Insulation, pouring . 


Jalousie . 


Kitchen cabinets 
Knotty pine .. 
Ladders 

Lumber . 

Medicine cabinets ... 
Mortar mix 


Paint brushes 

Paint, exterior 

Paint, interior 

Paint, masonry 
Paint, roller and tray 
Ping pong table 
Plywood 


Plywood built-ins 
Plywood handy panels 
Plywood paneling 
Plywood train base 
Posts, fence . 


Roof coating 
Roofing, roll ..... 
Roofing, shingles 


Screen doors ..... 
Screen, window 
Screen, roll ......... 
Shelving lumber 
Shingles, asphalt 
Shingles, wood 
Siding, wood . 
Stairs, disappearing 
Storm sash 


Tools, garden 
Tools, hand 
Tools, power 
Trellis ..... 


Wallboard . 
Wall tile 
Weatherstrip . 
Windows ............. 
Wood mouldings . 
Wood paneling . 
Wood siding .. 
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Conventional 3-tab shingles are fine for multi-story homes 


Nk ES 
BA Nyt, tows 


Shee dah 


Barrett RANCHLINE* Shingles fill the need for roofs that 


harmonize with the longer, lower homes of today! 


Saale 
~*~ 


Barrett ‘“‘Ranchline’’ Shingles are the original, two-tab, 
210-lb. asphalt strip shingles designed especially to blend 
with the low, sweeping lines of ranch-type, split-level 
and other modern ground-hugging homes. 

A Barrett ‘‘Ranchline” Shingle roof has 33 percent 
fewer vertical lines and a pattern composed of rectangles 
50 percent longer than those of standard strip shingles. 
Accent is on the horizontal—two king-size 18’ tabs, 
instead of the conventional three 12’ tabs, make for 
easier handling, added wind resistance. And ‘“‘Ranchline”’ 
Shingles can be nailed on faster, with only three nails 
required, meaning faster application and lower costs. 

Barrett ‘‘Ranchline’ Shingles are the only extra-long 
*Trade Mark of Allied Chemical Corporation 


District Sales Offices: 


1327 Erie St., BIRMINGHAMB6, Ala.; Merchan- 
dise Mart, CHICAGO 54, Ill; 3121 Euclid 
Ave., CLEVELAND 15, Ohio; 323 South 67th 
St., HOUSTON 11, Texas; 261 Madison Ave., 
NEW YORK 16, N.Y.; 36th and Grays Ferry 
Ave., PHILADELPHIA 46, Pa.; 764 Vandalia 
St., ST. PAUL, Minn. 
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BARRETT DIVISION 


shingles made with a second layer of asphalt and a 
second layer of mineral granules on the exposed butts 
for double strength and protection where wear is greatest. 
They’re available in a wide-range of color-right pastels 
and standard shades. 

You can offer all these extra selling features to your 
trade at no extra cost, because ‘“‘Ranchline’”’ Shingles are 
competitively priced. They help you build more shingle 
business by giving you something special to sell. And 
‘“‘Ranchline” Shingles are backed by the Barrett name, 
known to you and your roofing customers as the greatest 
in roofing. For full information, see your Barrett repre- 
sentative or write us direct. 


| Allied 


hemical |. 


eiiliaiioie a il 


40 Rector St., New York 6, N. Y. 
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n52 CONOLITE’S 


Big, national advertising program 
pre-sells do-it-yourselfers and homeowners for you! 


s\ 
<4hh\ 
¥ 4) 4 2 & 

<< \' 





A huge audience of Do-It-Yourself homeowners 
across the nation will see Conolite in a dramatic full- 
color ad in American Home, striking two-color ads in 
Popular Mechanics, House Beautiful, Living for 
Young Homemakers and Sunset. Permanent Conolite 
beauty and protection as well as economy and ease of 
application will help pre-sell this comes-in-a-roll 
plastic laminate for dealers everywhere. 


Display and dispense Conolite—in rolls on wonderful 
new Roll-a-mart. Conolite in rolls . . . easy to apply, 
now easier to sell. Stock Conolite now, in time for your 
share of big ’59 sales! 


conTiNENTAL (C, cAN COMPANY 


CONOLITE DIVISION 
WILMINGTON, DELAWARE 
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235 ft-lbs. of torque for hard pulls @ 150 
h.p.—power aplenty with top economy @ Gas- 
saving 8.0 to 1 compression ratio @ New 
wear-saving Full-Flow oil filter @ Low-mainte- 
nance valve-in-head design @ Tough forged 
steel crankshaft @ Long-lasting precision bear- 
ings @ Sturdy hard-faced exhaust valves @ 
Durable heavy-duty pistons 


gutt 


performer! 


HERE’S WHY CHEVROLET’S POPULAR JOBMASTER 6 IS 
FAMOUS FOR STAYING ON TOUGH JOBS! 


Chevy's 261-cubic-inch Jobmaster 6 offers plenty of low-cost power, 
lots of hard-pulling torque, and tough components that keep it on the 
job long after lesser engines have called it quits. Here’s a powerplant 
you can trust, day after day, on hauls that demand all the grit and 


gumption a truck can provide! 


A true truck engine, down to the last 
bolt, that’s Chevrolet’s famous Job- 
master 6! For proof, start with its 
basic valve-in-head design. This simple 
yet highly efficient construction delivers 
maximum fuel economy and, at the 
same time, is extra easy to service; an 
advantage that helps reduce downtime 
and maintenance costs. 


Here is practicality that boosts haul- 
ing profits. A compression ratio of 8.0 
to 1 squeezes extra pulling power from 
every tankful of regular grade fuel. The 
burly crankshaft, forged from high- 
quality steel, forms an engine “back- 
bone” that assures durable perform- 
ance. Precision bearings of specially 
selected metal, high-alloy steel inlet 


valves, strong heavy-duty pistons and 
Stellite-faced exhaust valves are just a 
few of the many reasons why you can 
count on Chevy's Jobmaster 6 for tough, 
gutty performance and extra savings 
every time there’s a truck-sized job of 
work to be done. 


Standard in Chevrolet Series 60 
trucks, the Jobmaster gets big loads 
(up to 19,000 lbs. G.V.W.) where 
they're going with power and torque to 
spare. Your Chevrolet dealer can tell 
you all about it, any time you'd like. 

Chevrolet Division of General 
Motors, Detroit 2, Michigan. 


NO JOB’S TOO TOUGH FOR A CHEVROLET TRUCK! 
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WHERE THERE’S BUSINESS ACTION THERE’S A BUSINESSPAPER 


Some blessings we take for granted. Like ice cubes. Or 
indoor plumbing. However, older men—wiser men—say a 
little prayer of thanks for things they know they couldn’t 
do without. 

Among these wiser men are the men who make top-level 
decisions in business. 

To make decisions, they must have facts. All the facts. 
All the pertinent information they can get. And tliey get a 
major portion of that information from one unique source: 
the business publications they subscribe to. 


No businessman is fully informed until he reads his business- 
paper. He reads it for profit, not for pleasure. He searches 
it through for news of the trade or industry. For facts. For 


One of a series of advertisements prepared by THE ASSOCIATED BUSINESS PUBLICATIONS 


fresh ideas. For new products he can put to work. And he 
reads the advertising with the same intense concentration 
he devotes to the editorial pages. 

He knows that his businesspaper is vital to his success— 
to his very livelihood. And he says a little prayer of thanks. 
Every man on the way up can profit from his example. 
Take a tip from the reading habits of key men at every 
level. Take out a subscription of your own. Read every 
issue...and read it searchingly. It’s your businesspaper, too. 


where there’s building products business there's... 


AMERICAN LUMBERMAN 


and Building Products Merchandiser 





Check your AIM”... cut your costs 
Packaged lumber gives flexibility and economy 


Ask for your free 
copy of this booklet 
that gives you step- 
by-step instructions 
on how to unload 
packaged lumber 
from box cars, 


UNLOADING 
PACKAGED LUMBER 
FROM BOX CARS 


Lumber packages, mill-assembled according to the Acme Idea Method, 
can be quickly converted into smaller units for fast easy order filling, 
mechanical handling, inventory count and job-site delivery. 

(Idea No. U6-27) 

These four-section packages give you an opportunity to handle them 
as a unit or in sections by merely cutting the straps. Wider flexibility 
is assured with this type of package in meeting any distribution 
requirement you may have. 

Ask that your next order be shipped using the Acme Idea Method. 
Check your Acme idea Man.* He will help you receive the benefits in 
packaged lumber handling. Call him or write Dept. ABU-69, Acme 
Steel Products Division, Acme Steel Company, Chicago 27, Illinois. 
In Canada, Acme Steel Company of Canada, Ltd., 

743 Warden Avenue, Toronto 13, Ontario. 


Hat STEEL STRAPPING 
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Vice-President of Lu-Re-Co Resigns in Protest 
To Aluminum Tie-Up; First Orders Processed 


Lu-Re-Co service association furnishes aluminum products to 
its franchised members at savings from 5°%/,-15%. 


But the Big Question: Is it proper for an association, originally 
conceived as a research group in behalf of the retail lumber 
industry, to become a marketing agent for a single manufac- 


turer? 


Lu-Re-Co officials say the move is the only way to make lumber 
dealers competitive with prefabers and aluminum applicators. 


A storm of protests, including the 
resignation from the Lumber Dealers 
Research Council of its vice-president, 
Phi! Creden, has been lodged against 
the group’s service association for its 
plan of marketing Reynolds aluminum 
building products. 

Creden, advertising and public rela- 
tions director, Edward Hines Lumber 
Co., Chicago, said that the tie-up with 
the big aluminum producer was an “‘ill- 
conceived step” which will alienate 
most other manufacturers from sup- 
porting Lu-Re-Co. 

“I object to this plan because it 
means the Council has lost its one and 
only objective—the function of re- 
search,” Creden said. “When my ob- 
jections were voted down, I had no al- 
ternative than to resign as vice-presi- 
dent of the Council.” 

Creden said that he was 100% in 
favor of research activities involving 
aluminum and did not object on the 
point of wood vs. aluminum. 

“But marketing the products of a 
single aluminum producer is not com- 
patible with the functions of a research 
group,” he said. 

Wood product manufacturers are 
also protesting to the marketing plan, 
which was first announced in these 
pages on April 13. The Lumber Deal- 
ers Research Council Service Associa- 
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tion signed a contract on March 30th 
to sell Reynolds aluminum products to 
its dealer members. 

Raymon Harrell, secretary of the as- 
sociation, told American Lumberman 
that despite any objections, the plan 
was definitely underway. 

“The first orders from Lu-Re-Co 
dealers are being processed this month,” 
he said. 

Harrell, who is also executive vice- 
president of the Lumber Dealers Re- 
search Council, explained that the serv- 
ice association, which handles the alu- 
minum sales, is entirely separate from 
the Research Council. He _ also 
squelched rumors that the association 
has plans to erect its own distribution 
warehouses for aluminum or any other 
group of products. 

How dealers buy. It is reported that 
lumber dealers who are members of 
the Lumber Dealers Research Council 
can purchase Reynolds aluminum prod- 
ucts at savings from 5% to 15% 
through the Lu-Re-Co service associa- 
tion plan. For details of Lu-Re-Co 
membership, write the Council at Suite 
302, Ring Building, 18th and M streets, 
N. W., Washington 6, D. C. 

A pricing list of eight Reynolds alu- 
minum product groups has been com- 
piled by the service association. The 
Lu-Re-Co dealer member places his 


order with the association in Washing- 
ton. These are relayed to the Reynolds 
company. Shipments are made to the 
dealer from a Reynolds factory or re- 
gional warehouse. 

Since the Council itself is a non- 
profit organization, the Lu-Re-Co Serv- 
ice Association obtains financing and 
operating monies from service fees, 
royalties, special services, sale of man- 
ufacturing shields, plan books, etc. No 
funds for the service association has or 
will come from Lu-Re-Co membership 
dues or manufacturer grants, Harrell 
emphasized. 

The service association will receive a 
5% sales commission on the aluminum 
sales, it was reported. 

“As of April 31, the balance in our 
association funds amounted to about 
$15,000, all of which came from serv- 
ice activity profits,’ Harrell said. 

Products available in the plan include 
aluminum flashing, insulation, nails, 
rain carrying equipment, shingles, sid- 
ing, windows and roofing sheets. 

Distribution cleanup. In answer to 
critics who contend that the service as- 
sociation plan discriminates against 
wholesalers, Harrell said that the tie-up 
with Reynolds will help clean up dis- 
tribution of aluminum in favor of the 
lumber dealer. 

“This program makes the retail lum- 
berman competitive with the prefab- 
ricator and the specialty applicator on 
aluminum products,” Harrell said. It 
will make the applicator buy from his 
local lumberyard, he explained. 

American Lumberman learned that 
several other manufacturers have asked 
for similar marketing plans with the 
Lu-Re-Co service association as a re- 
sult of the Reynolds program. 

Harrell told A.L. that the association 
is not large enough to expand the mar- 
keting program at this time. “And we 
want to see first how the Reynolds ex- 
periment works,” he added. 

However, Clarence Thompson, presi- 
dent of LDRC was recently quoted as 
saying, “We're willing to work with any 
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manufacturer that is willing to work 
with us and move with us. We hope to 
do so.” Thompson, a Champaign, Ill. 
dealer is generally credited with getting 
approval for the Reynolds plan from 
the Lu-Re-Co executive committee. 

Other objections. Besides the main 
issue of working with a single manufac- 
turer in marketing, other objections to 
the distribution plan include the charge 
that the 5% sales commission to the 
Lu-Re-Co association would not cover 
the costs to the association. 

Also, one dealer stated that the deal- 
er savings announced for the plan 
“doesn’t mean a thing” because the 
“windows and some of the other prod- 
ucts are not a competitive line.” Deal- 
ers could buy competitive aluminum 
products at the same price as they could 
get the higher-quality line through the 
Lu-Re-Co plan, this dealer said. 

Reports that Reynolds plans to dis- 
play its aluminum products in the Lu- 
Re-Co booth at the NRLDA Exposi- 
tion also has been described as unfair 
by other manufacturers. 

Reynolds viewpoint. A spokesman 
for Reynolds said the company will be 
disappointed if “this doesn’t increase 
our residential sales by 25 million 
pounds the first year.” 

Since LDRC started franchising Lu- 
Re-Co dealers five years ago, some 1,- 
475 have paid the $300 membership 
fee. 





George Dulany, Retail Lumber 
Leader, Dies in Hong Kong 


George W. Dulany, 82, founder and 
long-time head of the 31-yard Eclipse 
Lumber Co., with headquarters in 
Clinton, Ia., died May 14 in Hong 
Kong. 

Prior to his retirement in the mid- 
1940’s, Dulany established a reputa- 
tion for leadership nationally in the re- 
tail lumber industry. During NRA days, 
Dulany was industrial adviser to the 
Retail Lumber Code Administration. 
He helped reorganize Hoo-Hoo after 
the depression and served as Snark-of- 
the-Universe from 1939-1941. 

Because of his long-standing sup- 
port of the Piney Woods school, Negro 
educational institution, he appeared on 
the TV show, “This Is Your Life” five 
years ago. 

He helped organize the Clinton 
Chamber of Commerce, served as its 
president twice and was actively asso- 
ciated with nearly every major civic 
group in that city at one time or an- 
other. 

Born in a retail lumberyard in Fort 
Scott, Kans., Dulany entered lumber 
retailing in 1904 when he bought five 
Iowa lumberyards, which he named the 
Eclipse Lumber Co. 

Dulany’s most recent home was in 
La Jolla, Calif. Mr. and Mrs. Dulany 
were traveling through the Orient when 
he fell and broke a leg. Death was 
caused by pneumonia and complica- 
tions. 


Contract Avoids Fir Strike 

Labor negotiations in the Douglas 
fir region of western Oregon and 
Washington have been completed 
with a contract pattern that generally 
calls for 20%2¢ per hour package in 
a two-year contract. 

It is likely this pattern will carry 
over into western pine regions, where 
labor-employer negotiations have be- 
gun, west coast sources believe. 

Earlier this year, one major sawmill 
worker union announced it would go 
after a 25¢ per hour boost, while the 
other union set out to get 30%¢ 
more. 





Wins Against Tear Gas 


Burglars who used a vacuum clean- 
er to battle tear gas took some $600 
from a safe at Ray Lumber Co., 
Phoenix, Ariz. 

The thieves set off a tear gas bomb 
when they knocked a hole in the 
safe. But they used a vacuum cleaner 
found in a closet to draw the gas 
fumes from inside the safe. 


Model Home On Parking Lot 

Erected on their spacious parking 
lot as one means of promoting their 
line of Gold Star Homes, this model 
home has caused considerable atten- 
tion at Sawyer’s Home Shopping Cen- 
ter, Worcester, Mass. 

The five-room home of 1,000 
square feet is a Lu-Re-Co design. Two 
carpenters and a salesman erected the 
walls and roof in about seven hours. 
Sawyer’s plans to keep the model on 
display for about a year. It was ad- 
vertised in the newspaper on three 
successive Saturdays early in the 
spring. 





STORAGE SHACK SCORES—A ply- 
wood shack furnished free of charge 
for job site storage of building ma- 
terials is winning customers for Boil- 
ard Bros. Block Co., North Wilbra- 
ham, Mass., and its retail yard in 
nearby Indian Orchard. The 8’ x 8’ 
shacks, made up of six prefabed 
Douglas fir plywood parts, are built 
at a cost of $200 each. They are 
trucked to and from job without dis- 
assembly. One contractor liked the 
service so much that he bought three 
of the shacks and moved them to his 
headquarters, 100 miles distant. 





88 Out of Every 10,000 Lumber 
Dealers Failed in 1958 


The recession of the first half of 
1958 contributed to the new postwar 
high in business failures, according to 
Dun & Bradstreet, Inc. A total of 
14,954 failures were reported in all 
business fields during the year. 

In relation to the operating busi- 
ness population, the rate of failure 
remained moderate. Concerns failed 
in 1958 at the rate of 56 per 10,000 
enterprises listed in the Dun & Brad- 
street reference book. There were 88 
failures among lumber and building 
materials dealers: per 10,000 _ list- 
ings. 

Numerically there were 504 retail 
lumber, building materials and hard- 
ware failures during the year, com- 
pared to 469 in 1957 and 380 in 
1956. 

Among wholesalers in this industry, 
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175 failed in 1958 compared with 
154 the previous year. 

The most common _ underlying 
cause of retail lumber dealer failures 
is what Dun & Bradstreet terms “in- 
competence.” Reported failures include 
only those concerns involved in ac- 
tions likely to end in losses to credi- 
tors. 

The marked increase in business 
failures last year were arnong those 
with liabilities of $100,000 or more. 
This includes all accounts and notes 
payable and all obligations known to 
be held by banks, officers, affiliated 
companies, suppliers or the Govern- 
ment. Long-term, publicly-held obli- 
gations are not counted. 

There was a total of $15,980,000 
in liabilities among the 504 retail 
lumber dealer failures in 1958. 
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ART HOOD, accompa- 
nied by Mrs. Hood, 
about to take off 
from Chicago's Mid- 
way Airport for flight 
to Tokyo, the first leg 
of their round-the- 
world trip. 


Art Hood On Round-the-World Tour; 
Australian Workshops Scheduled 


Art Hood, chairman of the editor- 
ial board of American Lumberman, ac- 
companied by Mrs. Hood, left Chi- 
cago last month by plane on a four- 
month tour around the world. 

Art has been invited to conduct two 
five-day management workshops for 
lumber dealers in Australia. About 150 
dealers from seven states have regis- 
tered for the two workshops, which 
will be held in Canberra and Bris- 
bane in July. 

Both of these workshops are being 
sponsored by The Australian Timber 
Journal. Two Australian dealers, Cyril 
Lloyd, president of Lloyd’s Timber Co., 
Adelaide and Hepburn McKenzie, 
president of McKenzie Timber Co., 
Sydney, attended workshops moder- 
ated by Art earlier this year. 

The 700 lumber dealers in Austra- 
lia, Art says, have distribution prob- 
lems almost identical with those in 
this country: manufacturers selling di- 
rect and wholesalers by-passing the 
dealer. Most Australian dealers limit 
their lines to lumber, millwork and 
hardware and most of their sales are 
to contractors. 

However, a growing interest on the 
part of dealers in developing consum- 
er trade led to Art’s invitation to Aus- 
tralia. As in this country, his Austra- 
lian workshops will be based on the 
experience of previous workshops, 
which now number 88 with approxi- 
mately 4,500 participating dealers. 

Art’s first workshop upon his return 
will be sponsored by the Florida Lum- 
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ber & Millwork Association, October 
12-16, Del Mar Hotel, Miami Beach, 
Fla. Registrations are now being ac- 
cepted. Write American Lumberman, 
59 East Monroe Street, Chicago 3, Ill. 
for details. The details for 11 other 
workshops scheduled for 1959 through 
1961 will be published in a later issue. 

Among the stops on Art’s itinerary: 
Tokyo, Hong Kong, Bangkok, Singa- 
pore, New Zealand, Bombay, Delhi, 
Karachi, Cairo, Jerusalem, Tel Aviv, 
Istanbul, Athens, Vienna, Berlin, Co- 
penhagen, Stockholm, Oslo and Lon- 
don. Mr. and Mrs. Hood will return 
home about September 1 Sth. 


Farm Promotion Service 
Sponsored by DPFA 


The growth of fir plywood on the 
farm has promoted the Douglas Fir 
Plywood Association to set up a na- 
tional agricultural field promotion 
service. 

Farm representatives of the asso- 
ciation will assist plywood users and 
specifiers with information on the 
product and its best application, ac- 
cording to W. L. Griebeler, head of 
the new service. 

The farm counselors are stationed 
at Ames, Iowa; Pomfret Center, 
Conn.; Indianapolis, Ind.; Dallas, Tex.; 
Santa Clara, Calif.; Tacoma, Wash. 
and Atlanta, Ga. 


Join Southern Pine 

Nine lumber producers in Florida 
and Georgia have joined the Southern 
Pine Association. The nine are 
members of the Florida-Georgia Pine 
Producers, which will add its promo- 
tional efforts to those of the SPA in 
promotion of use of grade-marked 
southern pine lumber. 

The producers include Balfour Lum- 
ber Co., Thomasville, Ga.; Del-Cook 
Lumber Co., Adel, Ga.; W. H. & 
J. O. Huxford, Inc., Perry, Fla.; The 
Langdale Company, Valdosta, Ga.; 
Union Timber Corp., Homerville, Ga.; 
Wade & Whittle Lumber Co., Douglas, 
Ga.; Willis Lumber Co., Bainbridge, 
Ga.; H & J Williams Lumber Co., 
Nashville, Ga.; and Perry Lumber Co., 
Perry, Fla. 


Lumbermen’s Red Book 


The 155th issue of the Lumber- 
men’s Red Book, principal source of 
credit information for the industry, 
is off the press. 

Listings include credit ratings, bus- 
iness_ classifications, addresses and 
other facts on lumber, woodworking 
and allied firms, including retail 
dealers. It is published semi-annu- 
ally by Lumbermen’s Credit Associa- 
tion, Inc., 608 S. Dearborn St., Chi- 
cago 5, Ill. 





‘‘My Five Most Profitable Days’’ 


(excerpt from reader's letter) 


About two months ago when the 
time for the New Jersey manage- 
ment workshop conducted by Art 
Hood was drawing near, I began 
to weigh whether or not I should 
take the time off to attend. 

I had enrolled earlier in the 
summer, but the end of the year 
is a very busy time and so many 
things had to be done. Well, the 
rest is history. I decided to go and 
I can truthfully tell you that I 
have never spent a more profita- 
able five days. 

Art Hood’s approach to the mar- 
ket and merchandising problems 
of the retail lumber business is 
stimulating and enlightening and 


indeed a challenge to progressive 
thinking dealers everywhere. 

The textbooks compiled from 
the experiences of over 4,000 deal- 
ers and 83 workshops from coast 
to coast contain a wealth of prac- 
tical information that can be used 
for better controlled sales day after 
day. 

My hat’s off to Art Hood and 
American Lumberman. 1 heartily 
recommend that every dealer attend 
one of these workshops. They'll 
find the time spent educational 
and profitable—Aren Kaslander, 
president, Charles Bahr & Son., 
Inc., Verona, N. J. 
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QUALITYBILT’'S “CUSTOM-STYLED" 
KITCHENS GIVE US THAT “JUST-RIGHT" 
ARRANGEMENT AT NO EXTRA COST! 


Let’s face it, Mr. Dealer. . . 

the lady insists on a “modern-as-tomorrow”’ 

kitchen, tailored to fit her family needs and household 
routine. And that’s where the Qualitybilt line shines. 
With over 120 types and sizes of units 

to select from, she can have every modern 
convenience she desires . . . in any arrangement, large 
or small. . . and still have the exact style, whether 

it be traditional or modern, her home decor 

demands. She'll love the economical elegance of 
Qualitybilt cabinets, too. Every unit is true 
“cabinetmaker”’ quality, built to give daily 


service and years of beauty. 


Look up your nearby Qualitybilt Distributor . . . 
get the complete details TODAY! 


It costs no more to install the finest. 


FARLEY & LOETSCHER MFG. CO. 

DUBUQUE = IO0.WA a 

Entrances « Doors « Frames « Sash « Blinds « Casements « Glider Windows « Sliding Doors « Screens 
Combination Doors ¢ Storm Sash « Garage Doors « Mouldings « Interior Trim * Sash Units « Louvers CABINETS 


Kitchen Cabinet Units « Cabinet Work « Stairwork « Disappearing Stairs « “Farlite’ Laminated Plastics 
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What Association Does the Best Job? 
Dealers Have Different Opinions 


Many dealers like the fast action they get on local problems 
from their city and county lumber association; other dealers 
prefer the builder groups best. 


How can I sell him? 

Admittedly, that is a tough question 
for a retail dealer about to call on a 
prospect for membership in his state 
or regional lumber dealers’ associa- 
tion. 

Recalling his experience, one deal- 


er who has been a member of his 
association’s board of directors for 
many years, said he had to think hard 
to come up with dollars-and-cents an- 
swers for a non-member. 

His experience is pretty typical, ac- 
cording to the Cresap management 





* CARLOADS FROM MILL 
TRUCK SHIPMENTS 
FROM BRANCHES 
USUAL DISCOUNTS 
TO QUALIFIED DEALERS 


Creo, CUT STOCK « MILLWORK 
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PAMUDO 


1912 


nd 
Interior and Exterior 


DFPA and CERTIFIED 
GRADE STAMPED 
STRUCTURAL SHEATHING 


eeeeee3ee@eseseneeeneeeeee 
Sales Agents for 


HARDEL MUTUAL PLYWOOD COMPANY 
HUB CITY PLYWOOD COMPANY 


TACOMA—P.O. Box 1589. Ph. MArket 7-4108 
CHICAGO 38, I1l.—4900 S$. Merrimac Ave. 
KANSAS CITY 8, Mo.—1525 W. 31st St. 

ST. PAUL 14, Minn.—2235 Territorial Road 
BALTIMORE 31, Md.—1407 Fleet St. 
ELIZABETH, N. J.—P.0. Box 244 


LUMBER AND LUMBER PRODUCTS 
MOULDING CUT TO SIZE 
INDUSTRIAL PLYWOOD 

CUT DOOR STOCK AND 

STOCK MILLWORK 





report of the National Retail Lumber 
Dealers Association. Most dealers 
aren’t aware what their associations 
do for them—what they get for their 
dues. 

H. R. (Cotton) Northup, executive 
vice-president of NRLDA, admits that 
a successful membership drive hinges 
on the solution to this problem. 

A cross-country check of dealers by 
American Lumberman reporters un- 
derlines the seriousness of the prob- 
lem. Many dealers are convinced that 
their city and county associations do 
more for them than their state and 
national associations. 

Membership in local associations 
are considerably higher than the Na- 
tional’s, but action on local problems 
is usually fast and the results tangible. 
Some dealers feel that membership in 
a builders’ group is their most valu- 
able group contact. 

Labor relations. In small cities, as 
well as large ones, the organized local 
dealer group is the focal point for la- 
bor negotiations with the unions. The 
advantage of group bargaining power 
is easy to sell prospective members. 
Lumber dealers in Philadelphia, Cin- 
cinnati and Detroit expressed this view. 

Raymond Lockhart, manager, Weit- 
zel Lumber Co., Philadelphia, said his 
firm belongs to the Middle Atlantic, 
the Northeastern and the Quaker City 
Lumber Products Association for dif- 
ferent reasons. It’s the Quaker City 
organization which handles his labor 
problems for him insofar as bargain- 
ing is concerned. 

The same motive appeals to Ed 
Tafelske, co-owner of the Southfield 
Lumber Co., Detroit. 

“We find the Detroit Lumbermen’s 
Association (affiliated with NRLDA), 
a great help,” he commented. “Our 
labor contracts are all negotiated by 
the association’s labor board on a 
group basis and we are kept informed 
on labor developments as they occur.” 

O. J. Fitzgibbons, president, Fitz- 
gibbons Lumber Co., New York City 
said he looks to the New York Lumber 
Trade Association in labor negotia- 
tions. 

Ironing out local problems was also 
mentioned by Larry Nehring, owner 
Gateway Builders Supply Co., Cin- 
cinnati, a member in the local lumber 
and millwork association. 

“Discussion of local problems makes 
the local association of greatest bene- 
fit to us,” observed Nehring. “Your 
problem may have been solved by a 
fellow dealer you meet at a meeting. 

Joe Kurth, secretary-treasurer of 
the Walker-Kurth Lumber Co., Hous- 
ton, also agrees that the local associa- 
tion gives him most for the money, 
although he belongs to associations at 
all levels. He said the most helpful 
service of the Houston dealers associ- 
ation has been its new credit informa- 
tion setup. 

A Dallas dealer, Lee Slaughter, Jr., 
manager of Lee R. Slaughter Lumber 
Co., agreed that the credit service af- 
forded by his local association is an 





New FREE Lock Merchandiser 
a 





Colorful 
Compact 
Store-tested 


It’s a beauty and it really moves mer- 
chandise! It’s Free! All you pay for are 
the items on the display. 

Every retailer who has tested this new 
ILCO Counter Merchandiser (No. DP57) 
says it’s the hottest lock salesman he 
ever had in his store. Here’s why: 


1. Locks and latches are strong “impulse purchase” 
items. 


2. It's colorful and appealing to the eye: wing 
panels a gorgeous red, center panel a deep blue, 
attractive natural wood frame. 


3. Quality merchandise with a name your cus- 
tomers know and have confidence in — ILCO. 


4. Quick turn-over, standard stock items: night 
latches, deadlocks, padlocks, cabinet locks, key- 
hole locks, cylindrical locksets, door knobs — 24 
items in all! 


5. Compact — consolidates display space for 24 
popular items into less than 2 sq. ft. of counter space; 
dimensions: Base 40” x 6”, overall height 22%”. 


IMMEDIATE DELIVERY — Ask your jobber about this spectacular new 


sales producer or write direct for complete information. 


INDEPENDENT LOCK CO. 


V 
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I think you 
should have.” 


“It is 99 Ways to Sell at a Profit 
Against Cut-Price Competition, in- 
cluding What to Answer When the 
Buyer Says ‘Your Price is Too High’.” 


Arthur A. Hood 


5c 
99 Ways To Sell At A Profit 


Against Cut-Price Competition 


AMERICAN LUMBERMAN 


Tells you how to set up a profitable 
price structure to start with; how to 
quote price; how to get the facts with 
which to sell him from a buyer; how 
to sell quality over price; what to do 
about competition and the recipe for 
profit and how to use it. 


Also, tested selling sentences to con- 
vince buyers that your price is the 
right price; tested selling sentences 
that sell quality and value and tested 
selling sentences for when the compe- 
tition really gets tough. 


Prices: one copy 50 cents; 2 to 5 
copies 45 cents; 6 to 10—40 cents; 11 
to 5C—35 cents; 51 to 100 copies 30 
cents each. 

To order simply fill out the coupon 
below and send it, together with your 
check or money order, today. Do it now 
while you are thinking about it! 


Fee eae eS eee eee 


AMERICAN LUMBERMAN 
59 East Monroe Street 
Chicago 3, Illinois 


Send me . copies of “99 Ways 
to Sell at a Profit Against Cut-Price 


Competition." Money to cover is en- 


closed. 


Company 
Street 
City 


ee piigaliiaehi ii 
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important service, but he doesn’t sell 
the state association short. 

“Of course, we would be seriously 
handicapped without the state associa- 
tion and its legal counsel, collection 
aids, information on trends and group 
insurance.” 

Like builders’ groups. Several Tex- 
as dealers came out strong for build- 
ers’ groups, rating them ahead of lum- 
ber organizations in value and service. 

C. B. Chase, South Texas Lumber 
Co., Texas City, says the Galveston 
County Home Builders Association is 
the most valuable to him. He said he 
got little benefit from the Galveston 
County Retail Lumber Dealers Asso- 
ciation. Houston’s Joe Kurth also 
holds a membership in the Houston 
Home Builders Association, which 
gives him a chance to learn about 
builder’s local problems, he says. 

“Belonging to the Council Bluffs 
Home Builders Association is mainly 
a matter of advertising for us,” said 
Mrs. Grace Watson, assistant manager, 
Bluffs Lumber & Supply Co., Council 
Bluffs, lowa. 

However, dealers in Lubbock, Tex., 
where the Lubbock Home Builders 
Association has monthly educational 
meetings to upgrade construction meth- 
ods, feel the builders’ association has 
real value. 

“The suppliers support these meet- 
ings and it comes back to them 
through jobs,” comments Joe Garrison, 
manager, Pan-Tex Plywood & Hard- 
wood Lumber Co. Leonard Wilson, 
part-owner, Mathis & Wilson Lum- 
ber Co., belongs to the local, state 
and national home builders’ groups. 

New Englander speaks. William R. 
McNulty, Jr., owner, Hingham 
(Mass.) Lumber Co., belongs to local 
and state lumber dealers’ organiza- 
tions besides Northeastern, but feels 
none of them do the job they should. 

“They’re not making it easier for 
people to buy houses. They don’t sell 
the building trade. They don’t have a 
good advertising program like other 
industries and businesses. I'd like to 
see some TV advertising promoting 
the retail lumber business.” 

McNulty feels differently about the 
Home Builders Association of Greater 
Boston. 

“They’re really pushing hard all the 
time and get behind bills in Congress 
that affect builders,” asserted McNul- 
ty. 

A neighbor New Englander, James 
Holland, owner, Blacker & Holland 
Lumber Co., North Quincy, is con- 
vinced that Northeastern does the best 
job. 

“They always come up with the 
answers to my problems. Their plan 
service is tops. Ten years ago, they 
gave me a lot of help with a new 
shed. They’re the ones I can always 
depend upon.” 

John Collins, president, J. S. Col- 
lins & Son, Inc., a six-yard firm in 
New Jersey, belongs to the Middle 
Atlantic Lumbermen’s Association, the 
New Jersey Fuel Dealers Association 
and the Home Builders League of 


South Jersey. He is among the many 
dealers who find the regional lumber 
associations most helpful. 

“They have their finger on legisla- 
tion that can affect our industry,” ex- 
plains E. J. McFarlan, manager, Dex- 
ter Lumber Co., Cincinnati. Dwight 
Cramer, Falls Lumber C., Cuyahoga 
Falls, feels the same way. 

“The state association gives us an 
organized group for lobbying purpos- 
es,’ says Cramer, who also belongs to 
the Home Builders Association of 
Greater Akron and the Akron Build- 
ers Exchange. 

Loyal supporters. Both the North- 
eastern and Southwestern associations 
have many supporters. The conven- 
tions and training programs are the 
main contributions of the state and 
regional associations, believes man- 
ager Robert Castle, St. Joseph (Mo.) 
Lumber Co. 

John Koppers, manager, Hodges 
Bros., Olathe, Kans., comments: 

“Membership in Southwestern, I 
feel, gives us leadership in solving 
industry problems, plus merchandis- 
ing help. Sales training and manage- 
ment workshops are important, too.” 

The Northeastern’s cost-of-doing 
business survey puts that group first 
in the eyes of C. P. Pillsbury, owner, 
Weymouth Lumber Co., South Wey- 
mouth, Mass. Eliot Crafts, manager, 
George E. Kimball & Son, Hingham, 
Mass., adds: 

“The Northeastern keeps us abreast 
of what is going on and brings us 
dealers’ solutions to current problems, 
too.” 

Dave Wight, president, O’Neill 
Lumber Co., San Carlos, Calif., and 
a member of the Lumber Merchants 
Association of Northern California, 
sums it up this way: 

“Active membership in a good lum- 
ber association pays dividends in the 
extension of knowledge and in shar- 
ing in the solution of mutual prob- 
lems.” 





Templeton and Valseta May 

Merge With Boise Cascade 
Herbert A. Templeton Lumber Co. 

and Valsetz Lumber Co., both of 


Portland, Oreg., may merge with 
Boise Cascade Corp., Boise, Ida., ac- 
cording to a statement by the prin- 
cipals. 

Valsetz and Templeton would be- 
come Boise Cascade subsidiaries, but 
would retain their present identities. 

Valsetz operates sawmills at La- 
Grande, Elgin, Enterprise and Joseph, 
Oreg., and Lincoln, Wash.; a new 
plywood mill at Valsetz, Oreg., and a 
millwork plant at Spokane, Wash. 

The Herbert A. Templeton Lumber 
Co. is a lumber and plywood whole- 
saler. Boise Cascade operates sawmills, 
retail yards, a pulp and paper mill 
and a wholesale building materials 
company. The merger will result if 
current negotiations between the two 
companies are successful and if ap- 
proved by directors and stockholders 
of both companies. 
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meet DOUG SEIBER... a work in the world’s newest plywood 
plant, Santiam Lumber Co., Doug is pulling veneer from the green chain 
... one of the first steps in producing Teco-Tested plywood. Santiam’s new 
plywood plant covers 10 acres... the exterior of all the new buildings are 
covered with Teco-Tested plywood. Just as Santiam insisted on the best for 
their own use they will be guaranteeing their customers the best. All of 
Santiam’s plywood will undergo the production line inspection and testing 
by trained technicians from Timber Engineering Company of Washington, 
D.C., top rated independent research and testing agency. Always look for 
the “Struc” mark on Teco-Tested Plywood. This stamp means the plywood 
complies with F. H. A. structural standards of dependable quality for al. 
load bearing plywood applications. 


SANTIAM LUMBER COMPANY 


Sweet Home, Oregon «+ Teletype 315-U CO TES; 
Phone: EMpire 7-2124 + Phone station to station ae. SAD 8S 
Sales Department — EMpire 7-2104 


A New Grade Stamp 
for Plywood. 
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QUALITY 


that grows 
above ground 


The yellow gold has long 
been exhausted, but the 
“green gold”’ still flourishes 
—to provide the soft, mellow- 
textured saw logs that make 
Camino quality Ponderosa 
and Sugar Pine, California 
Douglas Fir and White Fir the 
choice of so many buyers. 
Camino quality starts with 
quality in the tree—and 
Michigan-California maintains 
it throughout all manufactur- 
ing operations. 


Order 
Camino quality every time. 


MICHIGAN-CALIFORNIA 
LUMBER CO. 
CAMINO, EI Dorado County, 
CALIFORNIA 
Camino Quality 
SUGAR and PONDEROSA PINE 


le 
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and associated species ‘QD 
Woodwork No 


College Grads Spurn Bottom-Dollar 
Job Offers by Retail Lumbermen 


Instead, after specialized training in marketing and light con- 
struction, they snap up better-paying jobs with brighter future 
with manufacturers and wholesalers. 


After four or five years of spe- 
cialized training in courses designed 
to prepare them for important jobs 
in the nation’s lumberyards, compara- 
tively few college graduates actually 
go into this field. 

American Lumberman interviews 
with educators discloses one obvious 
reason why graduates reject job of- 
fers in retail lumber yards: 

Low starting salary and small pros- 
pect for steady advancement. 

“We have calls from lumber deal- 
ers, but a graduate rarely accepts an 
offer,” said George F. Henry, head 
of the industrial arts department, Col- 
orado State University. 

He said that only one graduate has 
taken a job with a lumber dealer and 
he graduated about 10 years ago. 

“I would guess the lumber retailer 
has less glamor than house construc- 
tion or building manufacturing,” con- 
cluded Henry. 

Top dollar decisive. Many of the 
retail yards are offering $275-$325 
per month while wholesalers and man- 
ufacturers are offering $375-$400 for 
the same man,” declared R. J. Emery, 
acting chairman of the department of 
building industry and real estate at 
the University of Denver. 

“Most of these new graduates are 
married men with families to support, 
so the higher starting salaries have 
been the deciding factor in several 
cases.” 

Emery said that about 130 of the 
300 graduates from his department 
have gone into some phase of building 
material distribution, usually at the re- 
tail level. 

“More of our graduates have been 
going with wholesalers and manufac- 
turers than into retail yards in re- 
cent years,” said Emery. “This is the 
result of higher starting salaries, defi- 
nite formal training programs, better 
chance for advancement and more ag- 
gressive recruiting of college gradu- 
ates.” 

Only 10 of the 61 graduates at 
North Carolina State have gone to 
work in retail lumberyards, according 
to Prof. Roy M. Carter. He said that 
28 are in military service or other 
types of work while 23 are employed 
by manufacturers and wholesalers in 
the wood products field. He added 
that starting salaries range between 
$375 and $425 per month. 

Face reality. “Our retail lumber in- 
dustry has many small concerns, close- 
ly-controlled or family owned,” eéx- 


plained Carter. “Consequently, unless 
the industry is willing to face realities, 
it will be difficult for them to secure 
and hold our graduates when the 
manufacturers and their representa- 
tives are looking for similar men and 
generally will pay more.” 

North Carolina State’s four-year 
course in lumber and building prod- 
ucts merchandising established in 1949, 
is part of the wood products mer- 
chandising curriculum. The program 
is intended to cover marketing and 
distribution of all types of forest prod- 
ucts. 

“Relatively few of our graduates 
have been placed with retail lumber 
industry,” commented R. H. West- 
veld, director of the University of 
Missouri school of forestry, which es- 
tablished a wood products merchan- 
dising course in 1951. Fourteen stu- 
dents have graduated since 1954. 

“IT get the impression,” added West- 
veld, “that the salary structure outside 
the retail lumber business is better and 
this is an influencing factor on em- 
ployment. 

“Salary ranges offered our gradu- 
ates range from $3,600 to $5,200. 
Top figure was with a paper company 
and the bottom figure with a retail 
lumberyard.” 

Both Michigan State University and 
the University of Denver said that 
they average five job offers for every 
graduate. 

At Michigan State, Prof. William 
B. Lloyd said that currently 45 stu- 
dents are enrolled in the four-year 
course. About 75% of them come 
from lumber families. Around 300 
students have graduated from the four- 
year course in lumber and _ building 
material merchandising. 

Lloyd said the average starting sal- 
ary of the graduate is from $90 to 
$110 per week. 

“Employers don’t doubt that this 
type of training is one of the answers to 
their personnel needs,” he added. “Our 
problem is not finding opportunity 
for the graduate, but supplying enough 
graduates to fill the industry’s de- 
mands.” 

Donald J. Moe, secretary-manager 
of the Michigan Retail Lumber Deal- 
ers Association and a former instruc- 
tor at Michigan State College, noted 
this quirk among graduates. 

Dealers can help. “Many lumber 
dealers enroll their sons as a home 
building major with the idea of teach- 

(continued on page 32) 
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NEW SALES-TESTED SELLING 
AIDS! Heart of your new Sargent 
“Sales-Tested Profit Plan” is a 
complete selection of hard-selling 
residential hardware displays, con- 
sumer literature, ad mats, radio 
commercials, streamers, decals and 
an illuminated “Sales Center” sign. 





NEW SALES-TESTED RESIDEN- 
TIAL HARDWARE CATALOG! The 
award-winning show-piece of your 
“Sales-Tested Profit Plan.” Full- 
color, fully illustrated book perfect 
for showing and selling the com- 
plete line of residential locks and 
hardware. Your copy is waiting. 


NEW SALES-TESTED LUCKY KEY 
CONTEST! An exciting builder pro- 
motion for you... to help increase 
your sales by helping builders sell 
more homes. For particulars on the 
1959 “Sales-Tested Profit Plan” 
write Sargent & Company, New 
Haven 9, Conn., Dept. 3-B. 


Keeps your hands full making money... Sargent’s new 
“Sules-Tested Profit Plan.” 
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Switch to 
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for greater 
self-service sales 
...faster turnover 
and a better 
return on your money! 


EYE BOLTS 
wrought nuts, 
bodies, stee! bright zinc 
hooks and plated. As- 
eyes. sembied. 


TURNBUCKLES 
*‘Alumaloy"’ 
steel rods, 
Sturdy “Alu- 
maloy” bodies. 
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PORCH SWING... 
CLOTHES LINE... 
HAMMOCK HOOKS 


SCREW HOOKS 
square bend. 


brasswithfirm Available in 
base, steel or brass. 
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National advertising ... modern pack- 
aging ... and sales-clinching merchan- 
dising displays speed your sales of 
turnbuckles, bright-wire goods and self- 
locking perforated board fixtures. One 
source provides a complete line... 
combination shipments from centrally 
located warehouses... faster service 
. . . lower overall costs. Call your jobber 
or write today for new catalog. 


BOX 333, MICHIGAN CITY, IND. 
FACTORY: GRAND BEACH, MICH, 


Circle No. 319 on Handy Cover Card 
32 





ing him the lumber business them- 
selves. The result is that the building 
major course has far more students, al- 
though it is given less promotion by our 
industry than the lumber course.” 
What is the answer to the problem 
of trained lumberyard personnel? 
University of Denver’s Prof. Em- 
ery urges industry leaders to encour- 
age high school students to consider 
the retail lumber industry as a career. 
“Back up this encouragement with 
scholarships _whenever possible,” he 


adds. “A scholarship of even $200 
might well enable a worthwhile young 
man to carry on his education. En- 
courage your most promising employes 
to take night and extension courses. 

“If courses aren’t available, talk 
to school authorities about starting 
one. You can also help by serving on 
the school’s industry advisory board 
and offer part-time work to students 
in these courses. These are only a few 
of the ways industry can contribute 
to its own future.” 
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BIT OF OLD ENGLAND model home drew people interested in seeing rough-sawed 
cedar, heavy timbers and other materials used to give the house an authentic at- 
mosphere. Model priced at $29,500 was built to upgrade customers. 


Dealer Builds Model Homes 
To Raise Sight on Quality 


A model home built for display in 
a home show can very easily, accord- 
ing to many lumbermen, become a 
costly “white elephant” who fails to 
earn his keep. Primarily, the fault ap- 
pears to lie in two phases of the dis- 
play: first, the dealer or lumberman 
does not determine the “why” of his 
expensive exhibit; second, he receives 
little or no subsequent return for his 
publicity investment. ; 

“Not so with us,” says Jack Alarid, 
president of Tilson Built Lumber Com- 
pany, Houston, Tex. “We had a very 
definite reason for our exhibit in this 
year’s Parade of Homes, also for the 
one we built for this event last year. 
Our $29,500 Old English model home 
was built for the express purpose of 
up-grading.” 

Off-and-on for 35 years, Tilson has 
been erecting homes in this area, most 
of them under $7,000. Wishing to 
build a reputation for better-grade 
homes, the firm has built progressively 
better homes in each year’s Parade. 

“The kind of return we want—and 
believe we're getting—is difficult to 
trace,” says Alarid. “While we can’t 


“~ 


track business back to the Parade, we 
know the word is getting around that 
we build fine homes.” 

Alarid estimates several thousand 
persons toured the home. Comments 
were all good, with particular empha- 
sis on the workmanship and the fire- 
place feature. 





200 Model Homes to Use 
Hardwood Plywood Panels 

A merchandising program by Geor- 
gia-Pacific Corp. will put Family-Proof 
hardwood plywood paneling in 200 
homes this summer. 

Site signs with the inscription, 
“Make Your Home Say YOU”, will 
appear on the lawn of each home and 
special in-home displays will also be 
used. The slogan is part of Georgia- 
Pacific’s current national advertising 
theme for its paneling. 

Paneling is purchased from local 
dealers by the builders and inquiries 
about paneling or other wood prod- 
ucts are referred back to local dealers. 
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MEN in the news 


* Donald R. Wadle, managing direc- 
tor, Metal Lath Manufacturers’ Assn., 
Cleveland, will resign on Sept. 30, due 
to his health. He will continue with 
MLMA as a consultant after moving 
to southern California. Jack Fisher, 
who is currently technical director of 
the MLMA, has been named to suc- 
ceed Wadle as managing director. 


* Symons Clamp & Mfg. Co., Chica- 
go, announces the appointment of Wil- 
liam J. Tobin as advertising manager. 


¢ Abitibi Corp., Detroit, announces 
the appointment of E. F. Werny as 
eastern regional manager. 


* Harry Amtmann has been appointed 
advertising and sales promotion man- 
ager of Stanley Hardware, div. of The 
Stanley Works, New Britain, Conn. 
He succeeds Samuel B. Wilder, who 
who has resigned. 


¢ The appointment of Walter D. Scott 
as manager, residential hardware div. 
Sargent & Co., New Haven, Conn., 
is announced. 


* The promotion of John W. Benson 
to the position of assistant nationa! ad- 
vertising manager, RCA Whirlpool 
major home appliances, is announced 
by Whirlpool Corp., St. Joseph, Mich. 


¢ Eliot H. Jenkins, Springfield, Oreg., 
lumber executive, is the 1959 presi- 
dent of the West Coast Lumbermen’s 
Association. 


JUMBO CERAMIC TILE—Through the use 
of a liquid epoxy resin, ceramic tile 
sheets have been developed as large as 
2%'x6’ as above. The Tile Council of 
America reports that the sheets can be 
handled by a single tile setter. Test 
sheets were used in homes built several 
years ago and are still performing per- 
fectly, the tile people say. 
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Quality 707 Series 
fits %” or 1%" slid- 
ing doors. 


_ 


HAR-VEY Hardware 
is Guaranteed to be 
Your Best Line 


...and you can prove it to yourself by 
inviting your builder-customer to make a 
test supported by a "“double-your- 
money-back” guarantee. Simply have 
him install Har+Vey in a test home, and if 
it is not the smoothest, quietest sliding 
door hardware he has ever used in that 





price range—he gets double his money 


back ...on us! Remember... your cus- 
HAR-VEY “B” LINE... 


unexcelled for Slide-A-Fold 
installations 


tomers look to you as the hardware au- 
thority and the Har-Vey name is your 
assurance of selling superior quality. 


Write for free detailed folders: 


AIA BULLETIN . . . covers BULLETIN H-17 ... covers 
complete line of sliding door details on "B" line Slide-A- 
hardware, folding door Fold Hardware plus 9 other 
hardware, pocket door  Slide-A-Fold arrangements. 
frame and accessories. 


AX. 





World's largest 
manufacturer of 
window screens 


HARDWARE Se 
NOMESHIELD'/ 
©1959 By 


AMERICAN SCREEN PRODUCTS COMPANY 
GENERAL OFFICES: 61 EAST NORTH AVENUE @ NORTHLAKE, ILLINOIS 
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GUARANTEE YOUR 
with GUARANTEED FILON [2 








Guaranteed Fiberglass Panels 
5-WAY GUARANTEE 


© Superior Fiberglass-Nylon 


© Weatherproo} for durability. 
FILON PLASTICS CORP. El Segundo, Calif. 





reinforcement. 
® Uniform Thickness for better 
performance. 
® Exceeds U.S. Bureau of 
® Standards’ specifications. =, 
PREMIUM GRADE 
All purpose structural panel 
wl OR 4 RFU, 
mo * i “ap 
* Guaranteed by ~ 
Good Housekeeping 
Ua Wo a 


© Shatterproof jor safety. 
* Contains new Super-Fi Fiberglas 
\) 
74S apvenristo WE 


Customers /ook for the Filon guarantee 


label on every pane/ they buy 
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PROFITS 


Building Customer Confidence the Year ‘round 
The Exclusive FILON 5-WAY GUARANTEE 
plus the Good Housekeeping Seal of Approval 


PROMOTION SUSTAINS 52 WEEKS A YEAR 


NATIONAL ADVERTISING 

Your customers read FILON ads in Life, Satur- 
day Evening Post, Good Housekeeping, Better 
Homes and Gardens, Popular Mechanics, 
Popular Science, American Home, The Family 
Handyman, House and Home, House Beautiful, 
leading national home improvement annuals 
and semi-annuals. Also, Farm Journal, Suc- 
cessful Farming, and over a dozen other 
specialized national magazines addressed to 
volume buyers of FILON. 


REGIONAL AND LOCAL ADVERTISING 
FILON distributors and Sales Offices provide 
added support with hard-hitting ads in local 
newspapers and regional publications. These 
ads carry dealer listings to pull customers 
directly to your cash register. 


PLANNED PUBLICITY 


FILON feature articles appear consistently, 


month after month, in the pages of mass cir- 
culation, consumer, architectural, and spe- 
cialized trade magazines. FILON news also 
appears in hundreds of local newspapers. This 
planned publicity creates customer con- 
fidence, and in turn, greater sales. 


IN-STORE DISPLAYS 

FILON displays command attention, help con- 
vert your casual customers into cash custom- 
ers, Not just for FILON, but for profitable 
lumber and accessory sales, as well. All dis- 
plays are compact, flexible and suitable for 
every store layout. 


SPECIALIZED LITERATURE 

FILON literature is helpful, informative and 
designed to stimulate installation ideas and 
projects. FILON step-by-step plans and build- 
ing instructions make the customer's installa- 
tion job easy...the sales job even easier. 
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SEPARATE, INTENSIVE 
PROMOTION AIMED AT EACH 
OF THESE FERTILE MARKETS 


© Do-it-yourselfers © Nurserymen 

e Architects e Farmers 

¢ Builders ¢ Decorators 

¢ Sign Contractors ¢ Motel Operators 
¢ General Contractors 

¢ Industrial Maintenance Men 

¢ Patio and Fence Installers 


.-.all prime prospects for FILON. 
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Bonus for 

“Class A'' Dealers 
Filon Sales Booster 
Colorful 3’x 4’ 

Wall Display Unit 





















FILON SALES 
HEADQUARTERS 


Main Warehouse and Plant 
El Segundo, Dept. 1, Calif. 
2051 E. Maple Avenue 


ARKANSAS 
Darragh Comp 
1401 6th Street, Little Rock 


ARIZONA 
Fibergias Engineering & Supply 
1880 W. Fillmore, Phoenix 
CALIFORNIA 
Fieecgise Engineering < Supply 
27 “P” Street, Fre 
1041 Fee Drive, N Secromante 
1200 — 17th St., San Francisco 7 


COLORADO 


Construction Specialities 
2625 Wainut Street, Der.ver 5 


CONNECTICUT 
Georgia-Pacific Corporation 
14 Cherry Street, Meriden 


FLORIDA 
Hayco 
2642 ‘Rosselle Street, Jacksonville 


Southern Wholesale Supply 
437 North Garland Street, Oriando 


IDAHO 
Fiberglas Engineering & Supply 
510 S. 9th Street, Boise 


ILLINOIS 
W. C. Alexander Wholesale Supply 
19th & Forest, Mount Vernon 
Georgia-Pacific Corporation 
1811 W. Bryn Mawr Ave., Chicago 25 
11909 Avenue “O”’, Chicago 17 
206 West Camp Street, East Peoria 


INDIANA 

Great Lakes Distributing Corp. 
Nelson Road, Fort Wayne 
2100 Erie Avenue, Logansport 
1535 South Main, South Bend 


KANSAS 

Kilpatrick Brothers 
1840 Northern, Wichita 
KENTUCKY 


Weyerhaeuser Sales Company 
1360 Durrett Lane, Louisville 





REGIONAL DISTRIBUTORS OF 


LOUISIANA 
Georgia-Pacific Corporation 
501 City Park Avenue, New Orleans 


MARYLAND 

Georgia-Pacific Corporation 

301 South Kresson Street, Baltimore 
Georgia-Pacific Terminal Whse. 
Kemp Lane, Easton 


MASSACHUSETTS 
Georgia-Pacific Corporation 
141 Bacon Street, Waltham 


MICHIGAN 

Detroit Fibergias Insulation Div 
15300 West 8 Mile Road, Detroit 37 
Georgia-Pacific Corporation 

126 E. Hudson Street, Royal Oak 
Traverse City Lumber Company 
3820 Cass Road, Traverse City 


MINNESOTA 
Arrowhead Steel Distributors, Inc 
1122 W. Railroad Street, Duluth 2 


Keelor Steel, Inc. 
909-9th Street, S.E., Minneapolis 14 


MONTANA 
Building Service, Inc 
4211 First Avenue South, Billings 


NEBRASKA 
Omaha Hardwood Lumber Co 
1144 North 1ith Street, Omaha 


NEW JERSEY 

Georgia-Pacific Corporation 
102 Marsh Street, Port Newark 
174 Branchport Ave., Long Branch 
Mill & Pine Street, Vineland 


NEW MEXICO 
Fibergias Engineering & Supply 
1011 Sawmill Road NW, Albuquerque 


NEW YORK 
Albany Area Distributors, Inc 
1988 Central Ave., Albany 5 
Georgia-Pacific Corporation 
933 Courtiand Ave., New York City 
121 South 4th St., New Hyde Park 
J&E Products & Manufacturing Corp. 
5 Van Siclen Street, Floral Park 
Laminate Distributors, Inc 
Davies Place, Poughkeepsie 


NORTH CAROLINA 
Georgia-Pacific Corporation 
2115 Freedom Drive, Charlotte 8 


OHIO 

Cincinnati Sign Supplies, Inc 

1111 Meta Drive, Cincinnati 

Georgia-Pacific Corporation 
4832 Ridge Road, Cleveland 
2461 Dorr Street, Toledo 
1069 Dublin Street, Akron 


OKLAHOMA 

Kilpatrick Brothers 
820 N.W. Fourth St., Oklahoma City 6 
6960 E. Twelfth St., Tulsa 


OREGON 
Fibergias Engineering & Supply 
406 N.W. Glisan Street, Portiand 9 


PENNSYLVANIA 
Brocker Manufacturing & Supply Co, 
1336 Spahn Avenue, York 
Fiber Glass General Products Corp 
5610 Harrison Street, Pittsburgh 1 
Georgia-Pacific Corporation 

Hatfield Valley Road, Hatfield 

63rd St. & Eastwick Ave., Philadeiphia 


W. Roseville Rd. & Reading RR, Lancaster 


McClure & McClure 
2521 Industrial Avenue, Altoona 
918 Fronheiser Street, Johnstown 


NEW FILON “CLASS A" DEALER PROGRAM MEANS 
GREATER SALES~—GREATER PROFITS FOR YOU 






FILOWN. 


RHODE ISLAND 
The Such Company 
144 Broad Street, Valley Falis 


SOUTH CAROLINA 

Georgia-Pacific Corporation 
1099 Berea Road, Columbia 
Keith Drive, Greenville 


TENNESSEE 

Dealers Warehouse Corporation 
1530 Sixth Ave., N.E., Knoxville 17 
Volunteer Structures, Inc. 

4108 Dakota Street, Nashville 


TEXAS 

Dealer Supply Company 

1931 Mills Street, El Paso 
Georgia-Pacific Corporation 

665 East Vickery Bivd., Fort Worth 


UTAH 
Fibergias Engineering & Su 
336 So. Third St. W., Salt ke ‘city 


VIRGINIA 
Tidewater Plywood Corporation 
Argonne Avenue Extension, Norfoik 9 


WASHINGTON 
Fibecuies Engineering & Sup 
1248 Sixth Avenue South, Sette 4 

East 3044 Trent Avenue, Spokane 31 
WEST VIRGINIA 
Building Products Supply Co., Inc 
1447 Warren Street, Wheeling 
Cabinet Supplier, inc 
1449 Washington Avenue, Huntington 4 
WISCONSIN 
Georgia-Pacific Corporation 
8229 W. Greenfield Ave., West Allis, 14 
LaCrosse Glass Company 
429 South Third Street, LaCrosse 
WYOMING 
Construction Specialities Co 
200 North Market Street, Casper 
CANADA 
Capri Fibre-Glass Products, Ltd 
256 Greene Avenue, Montreal 
Feron Company Limited 
Box 411, Halifax, Nova Scotia 
Plexolite Plastics, Ltd 
311 E. 6th Ave., Vancouver 10, B.C. 
Preston & Lieff Glass, Ltd 
60 Booth oe Ottawa 
C. N. Weber, Ltd 
675 Queen ‘St Kitchener, Ontario 
PUERTO RICO 
Enrique A. Castillo, Inc. 
Labra 1004, San Juan 





FILON SALES OFFICES 
AND WAREHOUSES 
Elmsford, New York 

10 Havens Street 
Chicago 31, Iflinois 

5824 Northwest Highway 
Atianta 6, Georgia 

709 Miami Circle, N.E 
FILON SALES OFFICES 
Pittsburgh 22, Pennsylvania 
239 Fourth Avenue 
Miami 38, Florida 

8080 N.E. 2nd Avenue 
Indianapolis, Indiana 
Circle Tower, Room 1319 
Denver 2, Colorado 

17th & Welton Street 
Dallas, Texas 

166 Howell Street 


San Francisco, California 
420 Market Street 


Act Now... get full particulars — Mail coupon to your nearest FILON Distributor listed 
above. If a distributor is not listed for your area, write to your nearest FILON Sales Office. 


FILON PLASTICS CORP. 
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“Class A" Dealer Program 
Headquarters, 125 Lomita St. 
El Segundo §71, California 


ar lam am interested i in receiving 5 full Ml particulars. 7 


Program. 


about the new FILON ‘Class A" Dealer 


OS ee . " i 
COMPANY —___ 
ADDRESS —__ 
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IMMEDIATE DELIVERY—FILON is warehoused by over 160 distributors from coast-to-coast in United States and Canada 
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WORLD'S MOST COMPLETE LINE OF 
ALUMINUM AND GALVANIZED 
VENTILATING LOUVERS ... 


different sizes 
and shapes to 
choose from 


En osetia 


NEW LoManCo TWIN SECTION 


A new stronger, sturdier twin section sta- 
tionary louver with wider mounting flange, 
8x8 mesh insect screens. Available in either 
aluminum or galvanized, 14 models . . . 6, 
8, 10 and 12 ft. base lengths, 2'/-12 to 5-i2 
pitch. Other sizes also available on request. 


OTHER FAMOUS 
LOMANCO LOUVERS 
yr ~« 


LOMANCO VARI PITCH 


The original, patented adjustable 
aluminum louver. 10 models 
and sizes—4-12 through 

12-12 pitch, 


LOMANCO 
ROOF LOUVERS 


3 models and sizes— 
three sides open for 
more ventilation, 8x8 
mesh screens. Avail- 
able in aluminum or 
galvanized. 
LOMANCO 
CORNICE VENTS 


One piece aluminum 


Here’s why 


LOMANCO LOUVERS ARE 
YOUR BEST BUY, BY FAR! 


@FHA accepted design. All LoManCo louvers meet 
the new revised FHA minimum property requirements 
@Heavy Gauge Construction. Only strong heavy 
gauge aluminum and galvanized materials used 
in LoManCo louvers 
@ Complete Selection of Models and Sizes. Largest 
selection available—with unique quality design 
features. 
See our complete line in Sweets Architectural 
File 1b, or write tor 
catalog. 


Louver 


MFG. COMPANY 
3603 Wooddale Ave. 
Minneapolis 16, Minn. 
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Addressing Machine "Does All” 


One of the busiest tools at Central 
Lumber Co., Baton Rouge, La., is a 
hand-operated addressing machine 
which saves the firm valuable man 
hours by dispensing with bookkeeping 
tedium. 

“It’s used to address sales tickets, 
daily mail to customers, accounts re- 
ceivable statements and accounts pay- 
able,” explains general manager Nor- 
man Marchal. 

Central Lumber paid $267.70 for 
the model 700P Addressograph ma- 
chine three years ago. The 500 name 
plates cost 8¢ each. The yard’s ad- 
dress file now includes some 800 cus- 
tomer addresses as well as name plates 
for its suppliers. The machine has 
paid for itself many times over in 
man hours saved. 

“Two women employes operating 
the machine can now head up our 
accounts receivable statements, which 
average about 400 a month, in one 
hour,” says Marchal. “This procedure 
used to require two days of typing 
by one woman,” he adds. 

The addressing machine is respon- 
sible for eliminating errors ordinarily 
caused by writing out addresses on 
invoices and other records, Marchal 


SHIPPING CLERK H. E. Wesley awaits a 
machine-addressed sales ticket being 
prepared by office manager Jay Dykes 
of Central Lumber Co. 


said. “Our addresses are now accurate 
and all changes of addresses can be 
taken care of promptly,” he states. 

If an accourt is delinquent, the 
name plate is marked with a red flag. 
This is not removed until the account 
is restored to good standing. All ac- 
counts requiring a purchase order 
number with each invoice are so in- 
dicated on the name plate to facilitate 
this bookkeeping necessity. 





Labor Articles in Demand 
Gentlemen: 

We noticed in your May IIth is- 
sue, on labor relations, several items 
we would like to obtain. 

Would you please send us a free 
copy of your “Solving Your Labor 
Relations Problems” by H. Wayne 
Leer. Would you also send us a copy 
of American Lumberman’s cross- 
country report on wage rates and 


union activities in the March 30th 
issue. 

If you do not have a reprint of this 
article, would you please send me a 
copy of the March 30th issue and 
bill us for same.—R. S. Burruss, Jr., 
R. S. Burruss Lumber Co., Lynch- 
burg, Va. 

(Ed. note: Free copies of these spe- 
cial labor articles are available from 
The Editors, American Lumberman, 
59 East Monroe St., Chicago 3, Il.) 





Hardwood Sales Training for Dealers 


A series of sales training confer- 
ences for retail and wholesale sales- 
men has been started by the Fine 
Hardwoods Association. Meetings 
will be held in 40 cities. 


PICTURED at the right during one of 
the first meetings, held in Louisville, 
Ky., are (I. to r.) Donald Maclean 
Bell, sales manager and L. H. Bayens, 
veneer department manager, Wood- 
Mosaic Corp.; R. K. Stem, treasurer, 
Chester B. Stem, Inc.; R. D. Behm, 


who conducted the meeting for the Fine Hardwoods Association; John Miner, man- 
ager, mahogany department, Mengel Co.; Howard Gatewood, executive vice-presi- 


dent, Fine Hardwoods Association. 


June 22, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





Brand New... 


and a beauty, too / 


Sonic . . . the ultimate in distinctive lockset styling. Used with 
a host of decorative escutcheons, this NATIONAL LOCKset 
creation lends a note of modern charm to every doorway. 

The skillfully proportioned Sonic knob is available in all 
popular finishes with optional inserts in contrasting finishes. 
Offered in all functions, Sonic is soundly engineered to 
provide troublefree performance for years to come. Stock the 


lockset that's destined to become the new popularity winner. 


Wikedahist HARDWARE DIVISION 


NATIONAL LOCK COMPANY ° Rockford, Illinois 
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make an extra sale 
wherever concrete 
is poured. . .with 


CONTINENTAL 


WELDED WIRE REINFORCING FABRIC 


30% Stronger Concrete Work 

Reinforced concrete bears heavier loads—stays new Jooking years longer be- 
cause the reinfofcing fabric controls cracking, minimizes effects of heaving, 
settling, shrinking. And the extra cost to your customer of adding Continental 
reinforcing fabric is less than 10 percent of the whole job! 


Precision Welded on the most Modern Machines 

Continental Welded Wire Reinforcing Fabric is electrically welded on ultra- 
modern machines, assuring clean welds and unitorm spacing. It lays flat and 
rigid for easy on-the-job application, Meets A.S.T. M. Specifications. Sizes 
and styles for most residential and commercial requirements. 


Tie in with National Advertising Theme, ‘‘Is it Reinforced?"’ 


People are asking more and more, “Is it Reinforced?” Be ready to make an 
extra sale wherever and whenever concrete is poured. See your jobber or 
write direct today for complete details. 





REINFORCING BARS FOR HEAVY 
CONCRETE CONSTRUCTION 
Continental reinforcing bars provide 
maximum bonding to produce the 
strongest kind of reinforced concrete 
construction. Write for literature. 


GALVANIZED WELDED 
WIRE FABRIC 

in popular mesh sizes and widths. 
For window guards, tree guards, ani- 
mal pens, fences, corn cribs, grills, 
etc. Galvanized before welding. 











CONTINENTAL STEEL xcxomo-inov 
KOKOMO, INDIANA 
PRODUCERS OF Farm Fence, Posts, Gates, Barbed Wire, Standard Styles of Galvanized Roofing 


and Siding, Nails, Staples, Ornamental Lawn and Chain Link Fence, Wire Products. Welded 
Wire Fabric (Galvanized—Reinforcing), 
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Sells Two Carloads of 
Roofing a Month 

Having trouble selling roofing? May- 
be you can take a tip from Braden- 
ton (Fla.) Builders Supply Co. 

“The reason we're selling two car- 
loads of roofing a month is that we 
do not apply it,” a spokesman said. 

“We feel our customers are our 
bread and butter. And application is 
the bread and butter of our contrac- 
tor customers. We won't compete 
against them. This confidence in us 
keeps them from shopping around 
elsewhere.” 

Contractors use the Builders Sup- 
ply Co. showroom displays to show 
color samples to their customers. 

If a customer overbuys, he can 
return the surplus for credit. 


Picnic Tables for Vacationists 

A picnic table which sells for $30 
is very popular with vacationists in 
the Sturgeon Bay, Wisc., area, ac- 
cording to Norman Taylor of Taylor 
Lumber Co. 

The dealer keeps a sample on the 
lumberyard lawn. 

Taylor is also pleased with sales of 
table-irons, which sell for $20. Cus- 
tomers use them to make picnic table 


CEILING TILE in cartons make the back- 
ground for sales at Brookhart's Building 
Material Center, Colorado Springs, Colo., 
during the firm's 11th Anniversary Sale. 
Owner Ken Brookhart reports he sold 
more ceiling tile during February, the 
month of the sale, than in all of 1959. 
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INDIVIDUALITY AND QUALITY, “iQ”, 
is the theme of the successful new Cur- 
tis national advertising campaign. The 
program includes special sales tools for 
open houses shown being reviewed by 
Harry Smith, left, director of marketing 
and R. A. Holmes, right, advertising and 
sales promotion manager. 
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Curtis Reverses 10 Year Sales Slump 


Service and more service for the customer credited for 60°, 


jump in sales this year. This policy has resulted in drastic change 
in every department, a swing to independent distributors, heav- 
ier expenditures for advertising and promotion. 


You lean back and look at the rec- 
ord. Sales in the first quarter are up 
60%. You're getting a reputation for 
superior custom service. There’s a new 
fighting spirit throughout the organi- 
zation. 

Curtis Companies, Inc., are now in 
just this position. In one year’s time 
the concern, faced by declining sales 
over the last 10 years, has completely 
revamped almost every phase of the op- 
eration. Curtis’ new look includes: 


* A brand new management team 


which is customer-orientated. 


* A swing to independent distributors 
and gradual elimination of company- 
owned warehouses. 


¢ A new service department to prompt- 
ly adjust customer complaints on qual- 
ity and deliveries. 


¢ An extensive advertising program 
geared to promote individuality and 
quality—the Curtis’ “IQ” Campaign 
now widely approved by Curtis dealers 
and distributors. 


¢ A revitalized sales department backed 
by quality products, service, increased 
sales training and adequately compen- 
sated. 


¢ Fully staffed departments for mar- 
keting and product development to 
supply customers with their every need. 





When Frank B. 
Kreider, vice pres- 
ident, sales, walk- 
ed into the Curtis 
Companies’ head- 
quarters at Clin- 
ton, lowa on May 
19th last year, he 
found a concern 
with a solid repu- 
tation for quality. 
Digging deeper, he 
found drastic changes in company or- 
ganization would be necessary to be- 
come fully competitive. 

Curtis then was a highly decentral- 
ized firm with eight division managers 
practically autonomous, reporting only 
to the president. This was changed im- 
mediately for greater service to the cus- 
tomer. Kreider then was in a position 
to control inventories at various ware- 
houses, shifting stock where necessary 
to service the trade with all possible 
speed. The general office at Clinton, Ia. 
assumed direct supervision of all sales- 
men. 

Kreider’s next step was to improve 
distribution. Dealers had frequently 
said they liked Curtis products but com- 
plained they couldn’t buy because of 
an exclusive “franchised” setup. He 
told his sales organization: 

“It has been our decision to increase 
our profitable volume by taking our 
profit at the manufacturing level. 





Frank B. Kreider 





June 22, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 






Therefore, we must distribute our prod- 
ucts through independent distributors 
whenever possible. As this program pro- 
ceeds in an orderly manner, we will 
gradually eliminate our direct sales to 
dealers through our factory ware- 
houses.” 

Executing this phase of the program, 
Curtis has disposed of four warehouses 
and they all will be sold within three 
years. Presently 15 new jobbers have 
been added to seven Curtis had on the 
books early in 1958. The target for the 
year is 25 more new jobbers to service 
dealer customers promptly throughout 
the United States. 

Why Independent Jobbers? Reaching 
more qualified dealers through top 
wholesalers is only one of the reasons 
Curtis gives for selling their own ware- 
houses. Frank Kreider puts it this way: 

“We believe independent distributors 
create added value by performing the 
basic functions. First, they provide 
person-to-person selling by trained, 
competent, hard-working salesmen. 
Second, they give a manufacturer com- 
plete sales coverage in a trading area. 
And, finally, they provide efficient, 
rapid service to the customer.” 

“There are many new styles of doors 
and windows which require a big deal- 
er inventory. Then, too, contractors 
complete homes faster today, requiring 
more spot deliveries on the job. A net- 
work of independent distributors solve 
most of these problems for a dealer 
and his customers”, Kreider comment- 
ed. 

Service Department Expanded— 
Curtis now has a full fledged service de- 
partment headed by Gil Jensen to 
promptly handle customer complaints 

(continued on page 68) 
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How’s Business ? 


The building curve, seasonally adjusted, appears to be 
turning down, but home building is turning downward less 
than non-residential work. A strengthening note is seen in 
the upturn in manufacturing hours and the continuing up- 
ward trend in average hourly gross earnings by manufac- 
turers’ employes (see charts below). 

Reflecting these favorable trends is the current spot survey 
of business conditions issued by the NRLDA; two out of 
every three dealers expressing themselves in this survey said 
they expect both home building and repair and moderniz- 
ing to be good for the rest of the year; one dealer in every 
eight expects farm building to be good and one dealer in 
every three expects commercial construction to be good. 
Comparing their business with the first quarter of 1958, 
better than two out of every three dealers said volume is up 
and nearly half the dealers reported better net profits. Near- 
ly 60% of the dealers said the general situation for over-all 
construction activity in their areas is good at present. Of in- 
terest is the report that, nationally, the average age of ac- 
counts receivable by these reporting dealers is 58 days; and 
about half the dealers said their accounts receivable are 
higher than a year ago. 

Sales volume of retail lumber dealers nationally is report- 
ed to have risen some 16% from March to April, according 
to the U. S, Dept. of Commerce. This coincides approxi- 
mately with American Lumberman’s figures published 
here last month; this magazine’s estimates for May busi- 
ness, by zones, appears at the foot of this page. 
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The lumber market has quieted down considerably in the 
past 30-days, as predicted here in the issue of May 25th. 
Green fir dimension is off $2 to $4 and fir plywood also 
seems to have gotten very soft. Dealers report to American 
Lumberman that their inventories are larger now than at 
the same time last year and appear adequate for serving late 
spring business; this situation seems to be quite general 
across the country. The settlement of the west coast saw- 
mill strike threat without a walk-out also is holding down 
further boosts in the price level at the mill. In the long run, 
however, the wage settlement of 2012 ¢ will have an upward 
push on prices. In addition, the feared car shortage probably 
will not develop, at least to the degree expected earlier this 
year. 

Nearly 642% of the one-family homes built in the U. S. 
this year are expected to be prefabs, according to the build- 
ing materials division of the Business and Defense Services 
Administration. This means that 64,000 prefabs are expect- 
ed this year; there are about 1 million single-family houses 
expected out of the forecast 112 million new home starts in 
1959. Back in 1947 there were 24,140 prefabs built and 
sold, the report says. The dealer’s part in this picture is seen 
by the estimate that in 1957 there were 484 lumber dealers 
who made pre-assembled panels for 5,760 prefab-type homes. 
Thus, the prefab house is becoming more important and 
lumber dealers are taking part in this growth and profiting 
by it. It’s definitely part of the business outlook for 1959-60 
for aggressive lumber dealers. 
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(Chart: from U. S. Dept. of Commerce) 


Sales Pulse 


Marketing Regions (see mop poge ) 


Zone 7 


Zone 8 Zone 9 
Mountain Pacific 


Zone 6 
West North West South 
Central Central 


Zone 5 
East South 
Central 


Zone 4 
East North 
Central 


Zone 1 Zone 2 Zone 3 
North Middle South 
Atlantic Atlantic Atlantic 


Sales: June ‘59 vs. + 5% +-10% +10% + 5% +-10% 
June '58 
4 months '59 vs. + 5% + 5% + 7% — 5% 
4 months '58 

Accounts receivable: June 30, same +10% +15% same + 5% +25% 
"59 vs. June 30, '58 

Inventory: June 30, ‘59 vs. same - > +15% same + 20% +10% 
June 30, ‘58 

Last quarter's sales estimate steady - +10% + 5% +10% 

June weather Good Good Mixed Good 


—10% +10% —20% ie 
415% + 5% 
412% + 2% 
+15% + 5% 


Normal +20% 
Late Spring Good 


—220% +25% —15% 
—25% 
+ 5% 
—10% + 5% 
Some rain Fair 
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FEATURE QUALITY AT LESS COST 





complete weather seal 


plus full five year guarantee 


Climate-proof weather seal! Another feature that pulls prospects. It’s standard 
equipment with Berry. Heavy-gauge steel across the top and on both sides. For 
the base—a special vinyl weather seal that won't crack, rot or freeze to ice. What's 
more—the complete Berry package includes all components necessary for installa- L 


tion—nuts, bolts, track hangers and brackets. Installation’s easy. The price—low! 
And you’re protected with a full five year guarantee. 


No wonder Berry outsells all other residential garage door manufacturers. One- STE EL DOOR S$ ee 


piece or sectional models. See your distributor or write: Berry Door Corp., 2400 
E. Lincoln, Birmingham, Mich. In Canada: Berry Door Co., Ltd., Wingham, Ont. 
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Circle No. 325 on Handy Cover Card 





what's thee PRICEP 


Price moves both up and down by dealers in all parts of the 
country resulted in very few changes in the general price level 
of key building products at the dealer-to-contractor level. High- 
lights included a rise in zone 1 in both green and dry fir, but not 
enough to change price levels given below; in most other areas 
this item was steady. Fir plywood was both up and down except 
in zone 4 and zone 7, where enough price rise took place to be 
reflected in price level figures. 

Ceiling tile and acoustical tile has been quite strong, especially 
in the region west of the Mississippi River where price increases 
have been quite general, judging from reports by many dealers. 
Other items which showed more than average up-and-down price 
movement include hardwood flooring and the western pines in 
zone 1, insulating boards and sheathing in zone 3, where these 
products tried for a price rise but couldn’t hold it. Southern pine 
retail prices have been notable for their steadiness. 


Current Retail Price Levels 


(Prices at retail to typical one-house contractor customer, not including discounts to volume accounts or cash buyers. These price level figures 
are averages of the prices reported for this period. They do not necessarily show a trend from the last issue.) 
Zene 1 Zene 2 Zone 3 Zone 4 Zone 5 Zone 6 Zone 7 Zone 8 
North iddie South East North East South West North West Sovth Mountain 
LUMBER Atlantic Atlantic Atlantic Central Central Central Central 


Douglas fir: 
Dimension: Std. & Btr. green R/L 2x4 145 
Std. & Bir. dry R/L 2x4 $ $145 


Std. & Bir. dry 2x10 R/L 
Boards: Std. & Bir. green R/L 1x6 and 1x8 $135 
West Coast Hemlock, White Fir: 
Dimension: Std. & Bir. dry R/L 2x4 $145 
td. & Btr. dry R/L 2x10 $147 
Boards: Std. & Ber. dry R/L 1x6 and 1x8 $160 $140 


Western Pines: 
Beards: No. 2 & Bir. dry 1x8 R/L $4S o 
shiplap 
No. 38 Bir. dry R/L 1x8 $45 or 


plap 185 140 
No. 4 Btr. dry R/L 1x8 S$4S or . ; 
shiplap $160 $122 


Southern Pine: 
Dimension: No. 2 & Bir. dry R/L 2x4 $115 $ 90 $125 
No. 2 & Btr. dry R/L 2x10 $117.50 $100 — 
Boords: Ne. 2 & Bir. dry R/L 1x8 $4S or 
D & M or shiplap $130 $118 $135 
Hardwood Flooring: 
Clear ook 25/32"x2¥%,” $280 $275 $290 
Select ook 25/32"x2%.” $270 $260 $280 
Interior Softwood Paneling: 
No. 2 ponderosa pine 8/W $225 $230 $225 
No. 3 ponderosa pine R/W $200 $220 $200 
Wood Siding: 
Redwood bevel siding 34”x10” $280 $245 $270 
Cedar bevel siding 24”x10” $280 $245 $270 


Wood shingles: 
Cedar shingles 5/2 #1 Blue 
Labe/ 


$240 $210 





PLYWOOD: 

Fir, Ye" DFPA-AD interior glue 

Fir, Ya" DFPA-AD exterior give 

Fir, %” DFPA-CD sheathing interior glue 
Fir, Ge DFPA-CD sheathing interior glue 
Fir, ” DFPA-CD sheathing interior give 
Birch, 1/," A2 
Philippine mahogany, '/,” rotary cut 


MILLWORK: 
Phil. mahogany flush door 
1%”-2-6x6-8 
Birch flush door 1%”-2-6x6-8 
Double hung window unit 
2-4x4-6, glazed, weather- 
stripped and balanced 


BUILDING MATERIALS: 

Outside white paint, first grade 
common steel nails 

Mineral wool insulation, fullthick bott 

Weod fiber blanket, std thick 

Ceiling tile 12x12” 

Acoustical ceiling tile 12”x12” 

bY lasulating building beard 
/32” insulating sheathing 

¥%,” gypsum wallboard 

VY" tempered hardboard 
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For Fairfield Lumber Co.—aback. 
log of fifty new modernization 
orders in the first month after 
‘‘ Advertised-in-LIFE” products 
modernized this house. 


- 
' 
; 
; 
é 
& 
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‘BIGNESS 
is a fact of |W] 73 


as you can plainly see by the story of the first house 
that “Advertised-in-LIFE” REbuilt. 


Seven thousand people came to Fairfield, Conn. new concept in marketing was developed by 
one Sunday this Spring, and thousands more _ LIFE to show people just what modernization 
continue week after week to see a new kind of _ could do for their own homes and what it would 
model home—a modernized older house. This | cost—room by room, job by job. 














For Mount Clemens Lumber Co.- 


orders quadrupled after two news- 
paper announcements that Mount 
Clemens Lumber was engaged in 
a project with LIFE. 


More to Come If you are interested in further information on the “Advertised-in-LIFE” 
modernization program, write David Burnes, Building Products Merchan- 





dising Manager of LIFE, 9 Rockefeller Plaza, New York 20, N. Y. 


The result is a unique “‘showroom’’—a per- 
manent center to display to the vast home im- 
provement market an older house actually mod- 
ernized with ‘‘Advertised-in-LIFE” products. 
And there will be other LIFE-rebuilt houses in 
many parts of the country —the next in Mount 
Clemens, Michigan. (see above) 


In each house, LIFE-advertised products are 
featured, merchandised and promoted in the 
house itself . . . in local advertising . . . in con- 
sumer literature . . . in department store and 
lumber dealer showrooms. This pays off —be- 


cause LIFE readers not only read with interest 
the news of business they find in the advertise- 
ments in LIFE; they also respond enthusiasti- 
cally to LIFE-advertised products when they go 
out to buy. 

And their buying is big: an average issue of 
LIFE reaches 31% of all U. S. households— 
households which account for 37% of all the 
dollars spent on home operation and improve- 
ment. And over the course of 13 issues, LIFE 
households account for 77% of home operation 
and improvement expenditures. 


Big spending power—and getting bigger because... 





GROWTH is a fact of MG 


6,500,000 copies a week. 

Over a half million more people—the alert, 
enthusiastic, active kind of people who are your 
ideal customers—will be buying their favorite 
magazine, LIFE, every week. 


Big today, the demand for home operation 
and improvement products is going to be even 
bigger in the booming Market of the 1960’s. 
Going along with this increase in demand is a 
new, greater-than-ever opportunity for selling. 


Growth is a fact of LIFE, too. 


Next year—when the products you sell will 
be selling at all-time highs—LIFE’s circula- 
tion base will be at an all-time high, too— 


Be sure you promote the products that these 
millions of readers want— because they see 
them advertised in LIFE and will be looking for 
them in your showrooms. 








IMPROVED SURFACE AT LOWER COST 


FROM THE CHEMISTRY OF SYNTHETIC RESIN BINDERS 
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(Sramite \Boarra| UNDERLAYMENT 


Granite Board is news! It's an improved underlayment 
for floor coverings. With a smooth, micro-sanded 
surface free from knots, patches and grain defects. 
And at a low, low price! 

Granite Board is made from resin-bonded Eastern 
White Pine. It is exceptionally uniform, dimensionally 
stable. Eliminates ‘‘show through"’ irregularities and 
cracks in wood floors and sub-floors. Needs no filling 


STRUCTURAL PRODUCTS DIVISION 
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or patching. Insulates. Reduces noise transmission. 
Resists indentations. Increases cushioning. 

Granite Board can be sawed, planed or routed. 
Nails firmly. Screws easily. Will not split. Uses include 
wall panels and partitions, as well as underlayment. 
Why not offer the advantages of Granite Board to 
your customers? Contact your nearest National 
office for full details. 


ahonal 


STARCH and CHEMICAL 


CORPORATION 


750 Third Avenue, New York 17 
3641 So. Washtenaw Avenue, Chicago 32 


Circle No. 327 on Handy Cover Card 




















Texas Dealers, Big and Small, 


Embrace Land Control 


More and more Texas dealers are 
getting into some phase of land con- 
trol for one reason best explained by 
a Texas dealer himself: 

“We can’t stay out and do any busi- 
ness!” 

Gene Ebersole, executive vice- 
president of the Lumbermens’ Asso- 
ciation of Texas, says he has noticed 
a growing trend toward Dealer Sales 
Control through land. 

“The surprising thing to me is that 
this is going on in the smaller towns 
(two noted in this section) like Uvalde 
and Del Rio, but there are many, 
many more. Dealer Sales Control is 
certainly a sign of progress and many 


DEVELOPMENT OF THIS RAW LAND will 
start next month by Abell Lumber Co., 
Midland, Tex., another booming home- 
building center. Clyde Davidson, general 
manager of all Abell properties, left, 
apparently pleased over the 60-acre 
tract which manager Charles R. Stough, 
Abell Lumber Co., points out. 
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of our Texas dealers are practicing 
this and profiting by it.” 

Small towns active. Six small-town 
line yards owned by N. G. Gary in 
north central Texas illustrate Gene 
Ebersole’s reference to small-town 
progress in land control. Each of the 
Gary-Nees Lumber Company yards 
buys lots outright. Gary himself con- 
tacts each of the yards every week. 

“Sometimes I buy the lots,” he ex- 
plains, “and sometimes it is the man- 
ager of the particular yard. It de- 
pends on the conditions involved. 

Although land control has been 
practiced by some Texas dealers for 
many years, metropolitan as well as 
country dealers are giving more em- 
phasis to it than ever before. 

In Dallas, J. D. Sheppard, manag- 
er, Lingo Lumber Co., says his firm 
buys undeveloped land for the benefit 
of builder customers, who generally 
buy their materials from Lingo lum- 
ber. 

“We are able to sell them lots 
cheaper than they can buy compara- 
ble property. In a few instances, be- 
cause of unusual reasons, we have 
sold customers of other yards.” 

Over in Houston, the Hubert Lum- 
ber Co. has had a 10-year start in the 
local race for land control and de- 
velopment. When completed, its latest 
suburban addition will number some 
1,200 lots and homes. 

Takes know-how. Builders are not 
compelled to buy their materials from 
Hubert, but the firm has a policy of 
requring the builder to give first con- 
sideration to Hubert’s bid. Hubert’s 
land control program is conducted 


through a separate corporation. Its 
current Maplewood addition is valued 
at $5,000 per acre. 

“Certainly land control is a fine 
idea,” says Hubert’s attorney, Monroe 
Walter, “but first the lumberman has 
got to have an accumulation of capi- 
tal and know-how. He’s got to be a 
promoter, have the confidence of a 
banker and—most of all—have ac- 
cess to credit.” 

Capitalizing on municipal improve- 
ments in the Gulf Coast city of Gal- 
veston, the Prets Lumber Company 
started a land control program early 
in 1956 which includes about 165 lots. 
The area was developed from scratch 
—the company putting in a 414’ fill, 
curbs and streets, then splitting with 
the city half the cost for installing 
water and sewage. When Prets first 
began to build, the land was valued 
at $3,000 per lot by the VA. Last 
year this figure was upped to $3,900 
after FHA approval. This firm also 
handles land control through a sep- 
arate corporation. 

“If there is a single reason behind 
our program of acquiring tracts for 
development,” explains manager 
Frank W. Prets, “it is that we are 
able to exercise a firm control over 
the area. We don’t have to worry 
about a builder coming in and erect- 
ing sub-standard or undesirable 
houses, thereby down-grading the val- 
ue of our additions.” 

These are just a few of the many 
Texas dealers, who feel that Dealer 
Sales Control through land is one of 
the best ways to sell at a better profit 
margin. 
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NEW HOME CENTER (50’x100’) display 
area recently completed by Cicero Smith 
in Lubbock. Displays are being altered 
to give more emphasis on building ma- 
terials and home construction. 


SEMI-FINISHED HOUSE underway at 
Cicero Smith yard. Houses as large 
as 1,500 square feet are built here. 
Average unit sells for $4,500, but 
lighting fixtures, floor coverings and 
interior decorating materials substan- 
tially add to final sales price. 


MODEL HOME opened last April by 
Cicero Smith. It is located on a 90’x 
118’ lot, fenced. Features of the 2,- 
248 sq. ft. house include wall-to-wail 
carpeting, three bedrooms, two cer- 
amic tile baths, combination family 
room with fireplace and kitchen; two- 
car garage, all for $22,950. Oven 
and range builtins are included, but 
not refrigerator. 


Cicero Smith Sets Fast Pace 


Lubbock yard shooting for 200 speculative homes and 150 
ready-builts this year. Building components to serve own needs 
and other builders. Services range from finished lots to com- 
plete homes, all sold in one package. 


By offering a complete home- 
building package to the farmer and 
city dweller, Cicero Smith’s Home 
Center in Lubbock is meeting the 
needs of an increasing number of cus- 
tomers. 

Land control is an important phase 
of the program. But Dealer Sales 
Control, as practiced by this progres- 
sive organization, extends from the 
prospect interested in a custom-built 
home to the cash-and-carry buyer. 

Move-away homes (86 sold last 
year) and component fabrication, just 


getting underway, are important seg- 
ments of the overall operation. 

The firm has a five-year plan to 
develop 640 acres, about 1,800 lots. 
Cicero Smith Lumber Company plans 
to build 200-225 houses itself with 
three or four good builders doing the 
rest. 

Why land control? J. Lee Johnson 
III, president of Cicero Smith’s 22 
yards in Texas, Oklahoma and New 
Mexico, looks on land control as “the 
best way to sell materials profitably.” 
But he has other reasons for making 
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a substantial investment in land. 

“Frankly, I just can’t see the con- 
tractor any more,” he asserts. “If I 
just pass out materials to a contractor 
all my life, I'm in the wrong busi- 
ness. There is satisfaction beyond dol- 
lars and cents in seeing houses built 
and handling the job all the way 
through. 

“I don’t see enough money to split 
up any more, especially when it’s our 
money!” 

Johnson got started in land control 
about five years ago when he took 
over a Lubbock city park of 20 acres 
and built about 65 houses over a 
two-year period. He has built 200 
houses in another area, some on tracts 
and some on individual lots. He be- 
lieves that a small-town dealer should 
be cautious about buying too many 
lots together. 


“People in a small town like to 
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LIGHTED BILLBOARD in brilliant colors calls attention to latest 


Cicero Smith development. 
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“UNMATCHED QUALITY” of Cicero Smith's Horizon Homes 


is played up in booth at Lubbock Home Show this spring. 





think they’ve got more than one place 
to live,” he explains. “I think every 
dealer should have 3-6 lots in inven- 
tory, regardless of the size town. 
That’s the only way most dealers can 
control their sales of materials.” 

Great building center. Lubbock 
(pop. 148,000), “Hub of the Plains 
Area,” has almost doubled its popu- 
lation in the last nine years. Although 
the city is the focal point of Cicero 
Smith’s home building and land de- 
velopment program, the firm has a 
small-scale land program going in 
half a dozen of its yards in Texas and 
New Meixco. 

In Lovington, N. Mex., for ex- 
ample, it has started to develop a 40- 
acre tract of raw land; in Lamesa 
(pop. 14,000) and Levelland (pop. 12,- 
000), it has control of a dozen scat- 
tered lots in each town. 

Cy Brown, manager of the Lubbock 
yard, is a 23-year veteran in the lum- 
ber business, operating his own yard 
for seven years in nearby Shallowa- 
ter before going with Cicero Smith in 
1956. Within 90 days he was building 
with his own crew. 

“Without your own crew, the sit- 
uation just isn’t reasonable,” explains 
Cy. “We had no jurisidiction over 
workmen and we didn’t get our mon- 
ey until the job was done.” 

Cy’s crews now work on a time- 
table schedule. Their goal is 28 days 
from slab to completed home. No job 
is held up waiting for crews. Aside 
from the work done by two framing 
crews of five men each, other work 
is sub-contracted. This includes 
plumbing and heating, electrical, sheet 
rock application, roofing, masonry, 
decorating, tile and floor covering. 

Work incentive. The two construc- 
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tion superintendents work on a salary 
plus incentive plan of $40 per com- 
pleted house, which meets quality 
standards and cost consciousness ex- 
pected on the job. Cy gives each 
house a final inspection before ap- 
proving a bonus. The framing crew 
is paid by the hour; sub-contractors 
by the house. 

Cicero Smith sells under the name 
of “Horizon Homes.” A beautiful col- 
ored 16-page brochure shows floor 
plans, perspective and interior photo- 
graphs of six of the models. It points 
out that Cicero Smith will arrange fi- 
nancing details; that each home is 


GARAGE FEATURE pointed out to Cicero 
Smith president, J. Lee Johnson Ill, by 
manager Brown, is decorated wallboard 
which saves taping, texturing and 
painting. 


carpeted, includes builtin range and 
oven, ceramic tile baths in a choice 
of colors; that the plans can easily be 
adapted to the customer’s specifica- 
tions. The inside back cover shows a 
sketch of the new Cicero Smith Home 
Center designed by American Lumber- 
man’s architectural consultant James 
N. Lindenberger. 

Periodic open houses draw thou- 
sands of prospects. These special 
events are promoted with full-page 
newspaper ads and dozens of radio 
spots. Cicero Smith advertising is 
handled by a professional agency. Ra- 
dio interviews at the model home site 


MANAGER CY BROWN, 
each job several times weekly, goes over 


right, checks 


plan with framing foreman Houston 


Hawkins. 
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WOMEN REGISTER for free gift certifi- 
cate worth $500 in garage attached to 
model home. Full-page ad, right, pro- 
moted the opening of three model homes. 
One was furnished by local furniture 
dealer. 





heighten interest. A three-bedroom, 
two bath, all-brick mode! home 
(90’x118’) opened in April was com- 
pletely furnished in cooperation with 
a local furniture store. 


A lower-priced model home nearby 
was opened simultaneously. Each house 
is staffed by a full-time salesman, who 


receives salary plus $25 for each 
house sold. Speculative houses run 
from $16,950 to $22,000; most cus- 
tom-built homes from $18,000 to 
$37,000. 

Last year some 98 speculative houses 
were built and quickly sold; about 25 
custom homes were erected. The 1959 
goal is 200 speculative homes and 


wer Bas 


JOB PROGRESS REPORT BOARD 
enables Brown to check progress 
of every house supervised by his 
two building supers. Data at- 
tached to each block, which is 
moved from one slot to another as 
work progresses, shows date per- 
mit was taken; number for each 
job; financing; footage; price; 
address and final approval. Other 
headings give details of every 
working phase. 


150 ready-builts. 

Separate accounting. Materials, lot, 
labor and other expenses on each 
house job are billed against each job 
under a separate account. Roughly 
$6,000 in materials will go into the 
average speculative house. A_ fixed 
percentage of this sum is allotted 
against each house for a promotion 
and sales budget; a similar assessment 
is made against the ready-built homes 
for advertising (on a $3,500 house, 
1% or $35.) 

On a $16,950 house, Cy figures a 
profit of around $1,250 while a $22,- 
900 model should bring $1,800. All 
houses have a two-car garage and 
two baths. 

Each homeowner receives a written 
one-year guarantee covering all ma- 
terials and labor furnished or per- 
formed by the company. To qualify 
for an adjustment and to avoid nui- 
sance calls, the homeowner must set 
forth the faults in a written letter. Cy 
emphasized the importance in point- 
ing out what may be a latent defect 
and what is maintenance. The good 
will created by such a guarantee is 
shown in this excerpt from a letter: 

“Your guarantee for one year has 
been of major importance to me. As 
a result of this type of warranty, | 
have been instrumental in selling di- 
rectly at least three homes for you; 
and although I do not know what 
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| @ free Horizon Homes Plans Book is yours for the asking, Just drive 


type of significance you place on this 
one-year warranty, I feel it is one of 
the contributing reasons why I pur- 
chased a home from you.” 

Sells quality features. Offering more 
value and quality than competitive 
builders is a good way to get home- 
owner business, Cy is convinced. 

“We look for all the additional 
things we can put into a house that 
people want, rather than what we can 
take out,” he explains. “We under- 
stand that some builders ask realtors 
if Cicero Smith is going to build here 
and if so, they are not interested be- 
cause they can’t compete. Somebody 
has to be the best and we want to be 
sg 

In addition to new home building, 
Cicero Smith has its own crew to han- 
dle complete remodeling jobs, includ- 
ing financing. 

Cy Brown is looking forward to the 
possibility of making components for 
other builders. An innovation in the 
component area is a vertical truss jig, 
which can be worked both sides at 
the same time, It will take a truss 
208” to 40’8”. Details will be de- 
scribed in a later issue. 

So with components, land, labor, 
materials and a capable and _inte- 
grated sales organization, Cicero 
Smith is planning to grow and pros- 
per along with the city it is helping 
build. 
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Dealer Tells Land Factors 


Find out whether your property has more elements on the 
‘plus’ than “‘minus"' side. Check this list. 


BILLBOARD (above) and newspaper ads 
(one shown at top of page) are principle 
promotion media used by Forrest Lum- 
ber. 


“We've had considerable success in 
the business of land development.” 
says Mark Hailey, executive vice-presi- 
dent, Forrest Lumber Co., Lubbock, 
modestly. 

Hailey is frank to admit that this 
success did not come easily and that 
experience in this field is sometimes 
expensive because of factors entirely 
outside the control of the lumber deal- 
er. 

Forrest Lumber’s experience is 
based on 20 years in land develop- 
ment. Currently the firm, which has 
three companies in land development 
and three separate contracting com- 
panies, has over 1,000 building sites 
available and over 50 jobs going right 
now. 

“We should have more by mid- 


MODEL HOMES, unfurnished, like this one are kept open as a selling tool by Forrest 


Lumber Co., Lubbock, Tex. 
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summer,” comments Hailey. The 
firm’s largest available tract will take 
450 more units and another tract 120 
additional homes. It is currently build- 
ing in 14 different locations, owning 
yards in 11 of these places. 

Develops tracts. Forrest Lumber is 
mainly in tract development. It has 
three tracts of about 160 acres each 
in Lubbock and tracts as large as 40 
acres outside Lubbock. By the time 


‘all the services are in, a 60’ front lot 


costs $1,000-$1,200, says Hailey. 

Forrest Lumber has 18 different 
carpenter crews and it builds pretty 
much with its own mechanics. In 
some places, it handles its own plumb- 
ing and electrical; in other places it 
sub-contracts, especially in the larger 
towns. Forrest Lumber is licensed as 
a general contractor in New Mexico. 

Forrest Lumber sells lots to a vari- 
ety of customers: new home prospects, 
lumber dealers and builders. The 
builders generally reach an “under- 
standing” with Forrest Lumber before 
they start. 

Faces problems. Hailey points out 
that the problems involved in land de- 
velopment are quite a bit more in- 
volved than the average dealer comes 
to grips with. 

“Not many people are anxious to 
get into this type of business unless 
they think they really know what 
they’re doing and can afford to get 
stuck once in a while,” declares Hai- 
ley. 

“Money is the big problem for the 
average dealer, but the contractor is 
in the same boat, only worse off then 
the dealer for money. And most deal- 
ers can get money easier than con- 
tractors.” 

Factors to consider. Dealers think- 
ing about going into land develop- 
ment should carefully weight two dif- 
ferent categories of problems. Hailey 
feels. First, are general problems: Is 
it the right area in which to build? 
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Do you have the right location? Is it 
in the direction in which the majority 
of people want to live? Is the loca- 
tion convenient to schools? Is it con- 
venient to shopping? How far is it 
from the principal places of employ- 
ment? What’s around it—is the neigh- 
borhood going up or down? Is it con- 
venient to public transportation to 
larger towns? 

The second category of considera- 
tions relate to the specific lot: Is the 
natural drainage good? Soil condition 
is a factor in some places. Can utili- 
ties be made available to the lot? Is it 
possible to get a good title? What re- 
strictions—zoning, fire protection, etc. 
—are imposed by the municipality. 
Check type of fire protection avail- 
able. Check to see no leins or assess- 
ment are outstanding against your 
property by the city. (Levy assess- 
ments for fire districts may or may 
not appear in the title.) 

Final decision. The price of the 
land, says Hailey, should be weighed 
against all the above factors. He be- 
lieves the price should be such that 
a dealer can hold property and at 
least break even over a reasonable pe- 
riod of time. In the final analysis, the 
decision boils down to this: Do the 
plusses far exceed the minuses? 

“Most dealers who only buy lots 
when needed can’t expect to make 
money on land,” observes Hailey. 
“One danger facing a dealer develop- 
ing raw land is in knowing what's go- 
ing to be across the street when this 
land is not developed for some time. 

“We have never followed a policy 
of buying isolated lots unless we have 
a particular purpose in mind for a 
particular property. However, we 
wouldn’t say this policy is wrong for 
the average dealer. We just haven't 
done it.” 

Hailey feels it desirable to upgrade 
construction as the project proceeds. 
He sometimes has three price ranges 
in the same development. Forrest 


SUNSET LUMBER CO. 


HOME SALE 


Lumber is building components in 
some of its yards. 

Among the unforeseeable problems 
in land development, which were be- 


yond Forrest Lumber’s control, have _ 


been the following: removal of 12,000 
cubic yards of dirt because of a grade 
problem; connecting sewer was de- 
layed five years; installed water main 
too small to serve 280 additional 
houses. 

But despite these problems and 
many others, Forrest Lumber contin- 
ues very active in land development. 
Mark Hailey explains the reason why. 

“We feel we make sales which we 
otherwise wouldn’t make _ without 
land.” 

What better reason 
land control? 


for being in 


Separate New Home 
Sales Office in 


Shopping Center 

Residential building tied to land de- 
velopment and control account for al- 
most 100% of the volume done by 
Sunset Lumber Co., Lubbock. 

Sales office, pictured at left, is lo- 
cated in one of Lubbock’s many shop- 
ping centers, about eight miles from 
the yard. No materials are displayed 
in the sales office. Fire insurance is 
handled at the office along with 
paperwork details of land sales. 

Sunset keeps a model home open. 
The model is advertised 365 days a 
year with a 10” 2-col. ad in the 
Lubbock Avalanche Journal. 





Other Lubbock Operators 
In addition to the dealers 
whose operations are detailed in 
this section, at least two other 
Lubbock dealers are active in 
land development. These are 
Badley Lumber Company and 
Trans-Western Lumber Co. 

Badley has been in land devel- 
opment since 1950. It sells to 
builders, also prospective home- 
owners. 

Manager C. R. Dale of Trans- 
Western Lumber Co. reports that 
Trans-Western Developers, Inc., 
either develops that land itself or 
sells it to prospective homeown- 
ers or builders either in tracts or 
individual lots. They have been 
active in this field for three years. 

Both firms also build on land 
they develop. 











THESE THREE-BEDROOM HOUSES on 60’ lots were built in an area largely occupied 
by Negroes. They sell for about $8,250. 
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Amount of Steel Design of reinforc- Results (Crack-free 


(weight and quality) ing member (trussed masonry walls with 
and deformed) a backbone of steel) 


The Proven Answer to All Masonry Wall Reinforcing Problems 


New Companion Product for Masonry Walls 


sveeetn coro | BReupid CONTROL Join 
12 pcs 32” long, 32 lin- be | o t 
40 a — trademark 


ee 
a A PAT. PENDING 


Al?) ee YN, fel 5 


Neoprene compound flanges with concave edges allow 
easy compression and tight control joints. 








Mail today for your free literature on better masonry 
wall construction 


Dur-O-waL 
Cedar Rapids, lowa 


NAME 





COMPANY 
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Dur-O-wal Div., Cedar Rapids Block Co., CEDAR RAPIDS, 1A. Dur-O-wal Prod., 
Inc., Box 628, SYRACUSE, N.Y. Dur-O-wal Div., Frontier Mfg. Co., Box 49, 
PHOENIX, ARIZ. Dur-O-wal Prod., Inc., 4500 E. Lombard St., BALTIMORE, MD. 
| Dur-O-wal of Ill., 119 N. River St., AURORA, ILL. Dur-O-wal Prod. of Ala., Inc., 
Box 5446, BIRMINGHAM, ALA. Dur-O-wal of Colorado, 29th and Court St., 
avi PUEBLO, COLORADO Dur-O-wol Inc., 165 Utoh Street, TOLEDO, OHIO 
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MODEL HOME VILLAGE in attractive setting on heavily-trav- 
eled highway pulls many home prospects. Price range, includ- 


foreground. 


ing lot, $8,000 to $15,000. Bob Finch, sales counselor, right 


DSC Plugs Every Profit Leak 


Land development, construction company, component fabri- 
cation and village of model homes combine to put Houston 
dealer's sales well ahead of last year. 


Four separate companies and a 
fifth in the planning stage, all active 
in DSC (Dealer Sales Control), are 
selling houses faster than they can 
build them for Houston’s Wier Lum- 
ber Co. 

These individual companies are: 
¢ The Wier Land Development Co. 
has lots in 25 local subdivisions. It 
develops land for new home con- 
struction. 
¢ The Wier Lumber Co. supplies ma- 
terials for building. 
¢ The Wier Construction Co. does 
the building. 

* The Wood Protection Co., a Wier 
branch, furnishes construction lumber 
from the firm’s own treating plant. 

T. P. Wier, Jr., owner of Wier 
Lumber Co., has just announced plans 
for a new company to manufacturer 
components for other builders. The 


firm is already manufacturing compo- 
nents for its own homes. 

Wier’s program of sales control 
leaves little opportunity for a profit 
leak. A model village of seven com- 
pletely furnished homes is the sales 
springboard for the completely pack- 
aged home program. Called Wier 
Park, it is a supermarket bid for home- 
owners in the middle-income bracket. 

In pleasant contrast to the custom- 
ary cold lineup of model homes dis- 
plays, the Wier homes are displayed 
on a wooded acre with a playground, 
winding paths, trees and landscaping. 
The choice Gulf Freeway location 
puts Wier Park before the eyes of 
thousands of passing motorists each 
day. 

Good publicity. When construction 
began in mid-summer of 1958, Hou- 
stonians were intrigued by a_ high 
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fence around the area with the mes- 
sage, “Sh-h-h, Beavers At Work”. On 
September 13th, the wall came tum- 
bling down and the public was invited 
to inspect the seven, completely fur- 
nished model homes. 

From the moment a_ customer 
stepped onto the Wier grounds, home 
owning was made easy! He left his 
children at a fenced playground; he 
was greeted and assisted by one of 
four sales counselors. After he had 
browsed around and indicated the 
type of home which might interest 
him, he was given his choice of lots 
in 25 local subdivisions with FHA 
loans available and the wheels began 
turning. 

Behind the scenes, Wier Lumber 
Company was fabricating wall panels 
and roof trusses with a 12-man crew 
and furnishing other materials to 
Wier Construction Company. Exteri- 
or lumber is treated by the Wood 
Protection Company, also owned by 
Wier. 

Under the present program, the 
Wier Land Development Company is 
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20 Year Guarantee 


net ane 
Bocce Repetiont 


(he certiiecme is or gums sarcen te 
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WIER CONSTRIX 
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THON COMPANY 


“Live Half a Year on Wier” 


Of the draw 
Homes Mode! 


20-YEAR GUARANTEE on exterior wood furnished for Wier 


homes is down in writing and backed up by 


FRONT-PAGE PUBLICITY resulted when T. P. Wier, Jr., 
imported Canadian beavers, symbol of his company, and later 
gave them to city zoo. Note the beaver symbol in ad at right. 


supplying lots, including mapping; 
staking-out, improving and clearing 
through FHA. At no point along the 
line does the firm lose control of the 
package plan, nor does it lose a single 
opportunity to make a profit on every 
phase of the program! 

But because the wheels could turn 
only at the bidding of the consumer, 


this certificate. 


“Live Half a Year Oa Wier” Bape beer 
being b 


Of the lucky winners 


* 
‘Thee bucy Wier beavers have tidied vp the Wier Mode! 


Park after months of construction 
It is all huilt—and ready to 


8 revohitionary — te shop 


b Morte? Park. 
for 2 mew home in Houston and the Gulf Coast a 
foe ran aod loan 


ted in a 


4 all ot one aeation 


— we FHA or VA home 
og the lot of your x chia, 


Sis actos roan ac Wier Homes 


er Hames aloo offers the Wier Week-Enders the pr 
— Boddy ao. living an YOUR tor 
ram the beach, # wet 


~ > RSE WOODRIDGE TURD-OFF ® PRONE Mi 45674 
cei li © Pe 20h 


left, 


Wier knew it was necessary to make 
a tremendous splash to capture his 
attention. The $100,000 baby—Wier 
Park and its advertising campaign— 
subsequently made Houston headlines 
for more than six months. 

Tying in with the teaser sign around 
the Park, advertising began with small 
one and two-column ads carrying the 


LUCKY WINNERS in new home promotion campaign received 
six months free payments on Wier home of their choice. The 
5-column ad above promoted the drawing. 


same caption. The beaver, outfitted 
with carpenters’ cap and hauling a 
plank, became the company trade- 
mark. At the end of the second week, 
the Wier Park story broke in all the 
local papers—both in ads and editori- 

al columns. 
The package plan was played heav- 
(continued on page 66) 
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GER-PAK-—THE SHORT WAY TO SAY SUPERIOR POLYETHYLENE FILM 


GERPRE | gives builder low-cost, effective closing-in prgtection against bad weather 


Designed 
To Meet FHA 
Requirements 


Make every season a selling season! Feature 

versatile GER+-PAK Film to both your builder 

and farmer customers. It’s loaded with month- 

in, month-out business-boosting uses. Such as 

closing-in unfinished windows, doors and other 

openings for protection against bad weather... — _ehOT 

or for making trench, bunker or crib silos as “te elie as 

well as tower silo caps. Dozens of on-the-job GER-PAK Film Covers hold silage and nutrient losses to a minimum 

and on-the-farm applications make GER-PAK ae “33 

Film a fast mover for you. Order a supply from Ptoas (A om I. fa ¥1 

your GER-PAK distributor today! VK hi, \ Al ‘th a Yams 
J» 8 sy - tat 

CHOICE DISTRIBUTORSHIPS OPEN in some areas. Moisture- vapor Greenhouses Materials coves Under Slabs 

Write for facts. barrier 


NEW, COLORFUL ADVERTISING—Pre-sells in the 


ee 
| @ | 
most-read, most-influential architectural, builder a” Ss | a | 


and farm magazines. 
Virgin Polyethylene Film 
Gering Products, Inc., Kenilworth, N.J. 
=e eee n= ===—CLIP AND MAIL NOW !------ sonnnweg 
Gering Products, Inc., Kenilworth, N.J. AL-6 


Please send me complete information and samples of 
GER-PAK polyethylene film and Miracle Tape. 


FREE SALES AlDS—Counter cards, swatch cards, 
displays, ad mats and other valuable aids available 
through distributors. 


LARGEST SELECTION OF WIDTHS—From 10 in. 
up to 40 ft. wide. 


CHOICE OF COLOR—NATURAL, opaque 
WHITE, sunlight and weather resistant BLACK. 
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Dealer Sales Control (See Page 5) 


AERIAL VIEW of Dodson-Hill addition, eventual site of 200 
homes. Homes, upper left, are relatively new. Land for future 
development is seen beyond the Catholic church. 


Building Materia 


“It takes a lot of figuring and a lot of thinking,"’ says Stam- 
ford dealer, who is building on a 200-unit tract. 


John L. Hill got into land devel- 
opment in Stamford, Tex. in 1942, 
but it was not until 1958 that he or- 
ganized the firm of D. & H. Builders 
Supply, a retail building materials 
firm with a modern store. 

As the result of their experience in 
land development over the years, son 
John E. Hill, manager of the retail 
business, comments: 

“It is difficult for us to see how, 
under the present-day system of build- 
ing, a building supply business can 
be successful unless it has control of a 
good bit of land.” 

Hill admittedly has 


made some 
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mistakes in land development and he 
is frank to state the problems of this 
specialized field, based on his own 
experience, as detailed in this article. 

“It does take a lot of figuring and 
a lot of thinking,” he admits, “to 
make land development in a_ small 
community profitable.” 

However, the evidence points to 
Hill’s confidence in the future. His 
D. & H. Construction Co., which he 
owns and operates with his son, is 
currently developing a 200-home 
Dodson-Hill addition to the city. This 
will include a shopping center of 612 
acres, also a proposed school site of 
about 5% acres, which would be 


| Business and 
Land Development Tie Together 


matched by the same amount of land 
by the landowner on the south. 

This development, John E. Hill ex- 
plains, is not designed to fill a partic- 
ular need in the community, but to 
meet the complete housing needs of 
the community, providing minimum 
cost homes along with some in the 
middle-price bracket. 

“In a community the size of Stam- 
ford,” Hill adds, “better community 
relations can be established by not 
having an exclusive type of residen- 
tial area. An effort in that direction 
soon meets with defeat as there isn’t 
as much class consciousness in this 
size town as there is in a city.” 

Hill got his start in land in 1942 by 
buying 56 lots in a part of town that 
had not been too popular. Getting 
these more-or-less abandoned lots into 
demand was done on an _ individual 
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SPECULATIVE HOMES cur- 
rently underway on 12-unit 
site are for families with 
monthly income of about 
$350. These  three-bed- 
room homes will sell for 


about $12,000. 


MORE EXPENSIVE HOMES 
are also found in the Dod- 
son-Hill addition. This one 
sold for about $25,000. 


lot basis. These lots adjoined a farm 
of 100 acres, which is now being de- 
veloped, 50 acres at a time. About 40 
of the 165 available lots have been 
sold. 
Up until now, the average front 
footage of Hill’s lots has been about 
75 feet, although a considerable num- 
ber of houses have been built on 60- 
foot lots, the minimum. The construc- 
tion company has building mechanics 
on its own payroll, but not necessarily 
on a year-around basis. 
Gain momentum. Building at the 
present rate, Hill estimates, it would 
take about 10 years to develop his 200- MODERN RETAIL STORE serves consumer as well as builder needs in Stamford area. 
home Dodson-Hill addition. Building 
is now at the rate of 20 houses a year. 
“But as in all things,” he points 
out, “the longer you go and the more 
momentum you develop, the faster 
the building becomes.” 
Stamford (pop. 6,000) is essential- 
ly an agricultural community, which 
has been hard-hit since 1951, al- 
though the last two years have been wee AUER RIC ClIDPL 
much better. Hill feels that the rate vor LUD Lise Eu wer : JOHN E. HILL, left, part- 
ee owner and manager of 
D. & H. Builders Supply, dis- 
cusses material require- 
ments at job site with Jimmy 
Dipple, construction fore- 
man. 


of building will increase as the result 
of better economic conditions as well 
as additional prestige and demand for 
Dodson-Hill homes. He also feels 
that the price range will have to come 
down because of the demand for 

(continued on page 60) 
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WATER AND SEWER LINES being ex- 
tended into newly-developed area by 
D. & H. Builders Supply. Knowing where 
utilities will be needed first can save 
developer many dollars, says John Hill, 
owner. 





BUILDING MATERIAL 


( begins on page 58) 





homes for families whose monthly in- 
come runs $300-$350. This will mean 
homes priced under $10,000 with a 
$500-$800 down payment. 

Builders buy lots. Hill openly en- 
courages other builders to buy lots he 
has developed. He estimates about 
25% of his lot sales are to other 
builders. He also helps them sell their 
houses. 

“In fact, we will assist them and 
encourage prospective buyers to deal 
with people other than ourselves for 
the sale of our lots. We do not make 
it compulsory for a builder to buy 
materials from our yard if he buys 
one of our lots. We take the position 
that we are living in a free world. 
What we can influence is one thing, 
but we don’t try to set up any manda- 
tory requirements.” 

Hill builds quite a few houses on 
contract along with speculative homes. 
Until recently the price range has 
been $10,000 to $18,000, including 
lot. Although he will start building 
houses in a lower price bracket to 
meet the demand, Hill emphasized 
that every effort will be made to keep 
the quality of the lower-priced houses 
up to standard. 

Plenty of problems. Hill is frank to 
admit that experience, sometimes cost- 
ly, has been his greatest teacher in 
land development. 

“Of course the major problem in 
developing land is the financing,” he 
asserts. “The banking laws have long 
been such that land development of 
this kind was considered unimproved 
property and therefore is ineligible to 
be financed, except on the financial 
statement of the owner. 

“Of course this type of loan usually 
runs six months to 12 months and by 
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its very nature land development is 
such that it is a long-term investment 
and sometimes takes too long for the 
average money source to handle. 

“We think that better long-term fi- 
nancing is the greatest need at this 
particular time for encouraging the 
proper type of land development that 
will discourage later blight in the com- 
munity. 

“For instance, our original utility 
and street improvement costs ran into 
thousands of dollars. And then we 
have made the usual mistakes that 
most inexperienced developers make 
in not guessing properly where the 
utilities will be needed first. Conse- 
quently, we have had money invested 
in some utilities for 10 years that 
haven’t been used. Eventually, of 
course, this money will come back to 
you, but the interest on the invest- 
ment is nil.” 

Some problems solved. Time solves 
some land development problems, oth- 
ers put your best thinking and re- 
sources to the test, Hill points out. 

One problem in a small town, Hill 





Complete Home Planning 


B. J. Broderick, owner of the 
Broderick Lumber Co. in Lacy- 
Lakeview, near Waco, Tex., says 
he has a “complete staff of ex- 
perienced home builders and we're 
ready for the summer rush.” 

In a Waco newspaper article, 
Broderick said that he operates a 
home planning service from the 
lumberyard. He helps to arrange 
financing through local lending 
agencies. 

“The Broderick Lumber Co. does 
not limit itself to building in the 
immediate area. We have jobs go- 
ing in the Temple highway, Rob- 
inson, Ross and other sections,” 
the dealer said. 











says, is the lack of skilled technicians 
such as engineers and other specialists 
to do the many little jobs that are 
necessary without the cost per unit 
running too high. 

“It has been necessary to expand 
beyond current needs to hold the cost 
down,” admits Hill. “But again we 
have to figure the loss of investment 
income on our money as against the 
higher cost. 

“Another problem that we some- 
times run into (as in all new ventures) 
is public sentiment. You can buy pub- 
lic sentiment at a certain high price, 
but it takes time to develop respect 
from the public and get it to want 
what you are offering for sale. 

“Specifically, we have changed the 
thinking of the general public from 
what they were saying (“Wonder what 
in the world he thinks he can do with 
that particular tract of land”) to 
‘When I build or when I plan a 
house, I am going to come to the 
Dodson-Hill addition.’ ” 

Another problem has been opposi- 
tion from some of the local builders, 
who feel Hill should not be in two 
businesses. He says competitive yards, 
none of which are in land develop- 
ment, have used this argument to get 
business for themselves. Hill explains 
his position this way: 

“Our land development program 
came first. And to develop it, it be- 
came necessary to get into the build- 
ing business. The building business re- 
quired the establishment of our own 
yard because we could not get coop- 
eration from any source of materials 
that would justify our continuing the 
development.” 

Development has been by _ indivi- 
dual lots until now. A 12-house tract 
is currently underway; four houses 
have already been built and four will 
be started immediately. 

Hill’s development has been pro- 
moted over a period of years by news- 
paper and radio advertising. 
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Small lineyard dealer says: 


After 10 years experience in de- 
veloping raw land and building new 
homes, N. B. Gary, president of the 
Gary-Nees Lumber Company with 
headquarters in Bowie, Tex., sum- 
marizes his activity this way: 

“It is a very profitable operation, 
so why not go along with the trend?” 

At the same time, Gary points out 
that “it takes enthusiasm to get into 
this business as well as the home im- 
provement jobs. I don’t think it is suf- 
ficient to wait for business to come 
into the store. 

“As an illustration, I am using let- 
ters to the personnel in all our six 
yards to be more aggressive and hunt 
the business. Go after leads for new 
homes as well as home improvements. 
Make contacts and create business.” 

Gary-Nees works with developers 
in Gainesville, 46 miles east of Bow- 
ie, buying lots outright. 


N. B. GARY, president, Gary-Nees Lumber 
Co., studies follow-up file on new home 
leads. His firm takes options to buy lots, 
helps finance new home developers. 


Profitable, Why Not Go Along?’ 


“We take an option to buy lots,” 
explains Gary. “Developers need the 
money to go ahead with their projects 
and we help finance them. This in- 
cludes their building of homes, gutters 
and streets—the complete project. We 
make money off the arrangement and 
the developer does, too. Under this 
kind of deal, we get the lots at a re- 
duced price.” 

In Gainesville, the firm builds brick 
veneer homes in the $10,000-$20,000 
price range. The firm plans new 
homes in Iowa Park, near Wichita Falls 
and more new homes in Graham, 48 
miles south of Wichita Falls. Similar 
construction is underway in Decatur 
and Bridgeport. 

The Gainesville new home depart- 
ment keeps 10-15 lots on hand at all 
times; the lots are 80’x140’. In Bow- 
ie, the firm has six lots that are 
68’x140’. The Bowie erection crew 
consists of two carpenters, a plumber 


and a combination electrician and 
ceramic tile setter. The firm also has 
building crews in Gainesville and Gra- 
ham. 

Ray Ross, manager of the Bowie 
yard, made this comment on land de- 
velopment: 

“Development of a property encour- 
ages more building in the immediate 
area. In many cases we build a home 
and someone else will build across the 
street or half a block down. Some- 
times we get one of these erection 
jobs and frequently we sell the build- 
ing materials to one or more.” 

Gary-Nees sold about 100 homes 
in 1958. Gary, who acts as the overall 
realty supervisor for the six yards, 
looking back over the past 10 years, 
observed: 

“I would say, definitely, that the 
trend shows lumber dealers will have 
to build and sell the finished product.” 


| haa ag a oa 


PACKAGE REMODELING is handled by 
Gary-Nees crew. This job, with included 
siding, porch and 14’x16’ room, cost cus- 
tomer $2,500. 


COMPLETED REMODELING JOB started as do-it-yourself, but finally re- 
quired labor help ($350) from lumber firm, which also sold $2,150 in 
materials. 
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Trucks Gain in Lumber Hauling Race 


Highway shipments from West Coast mills grow. Oklahoma 
City firm tells advantages in question-and-answer interview 
below. But trucks won't entirely replace the rails. 


It’s 2,200 miles from the Douglas 
fir sawmills of Oregon to central 
Oklahoma, a long haul for lumber 
by motor truck. But the folks at M. 
Herring Wholesale Lumber Co., Okla- 
homa City, which trucks lumber over 
that route, say costs are below rail 
freight hauling by one-third to one- 
half. 

Herring lists several other specific 
advantages gained by pitting his truck 
haul against the rail haul used by his 
competition: 

1. He can operate with smaller in- 
ventory. 

2. He cuts cost by job-site delivery 
without going through yard unloading 
and re-loading on major sales. 

3. He claims lower unloading cost 
from his over-the-road trailers than is 
possible normally from box cars. 

“We make 100% more money on 
17,000-18,000 foot truckloads of lum- 
ber bought in Oregon and_truck- 
hauled to Oklahoma than on 30,000 
feet brought here by rail,” Herring 
told American Lumberman. 

In Oklahoma City, Herring’s physi- 
cal set-up includes storage yards con- 
taining an average of three million 


feet of lumber, occupying 212 city 
blocks. For handling lumber in the 
yard there are three fork trucks: a 
20,000 pound giant, a 15,000 pound 
unit and a 4,000 pound baby. For de- 
livery, his equipment begins with a 
¥2-ton pick-up, goes on to 2-ton de- 
livery trucks and 22 over-the-road 
units including 72,000-pound diesel 
monsters. 

A typical trip for one of Herring’s 
highway units takes it from Oklahoma 
City to a hardwood mill in Arkansas, 
where flooring is loaded. Then it 
comes back through Oklahoma City 
and on out to San Francisco, unloads 
the flooring, continues north to the 
northern California—southern Oregon 
Douglas fir manufacturing region, 
takes on softwoods, then returns to 
Oklahoma City. 

“We make this entire round trip 
faster than a boxcar of lumber comes 
from the west coast to Oklahoma 
City,” Herring said. 

Trucking time is 32 hours from 
Oklahoma City to Los Angeles or 
San Francisco, 45-60 hours from Ore- 
gon back to the yard at Oklahoma 
City. 


“Any time the railroads would like 
to race we would be delighted,” add- 
ed Herring. “We have checked hun- 
dreds of cars we have received by 
rail against our trucks and the rail- 
roads have yet to win the first race.” 

Herring also brings southern pine 
lumber into Oklahoma, using some- 
what smaller highway units for this, 
but maintaining a similar rail-beating 
schedule. 

Recently American Lumberman in- 
terviewed Mike Herring, Jr. to learn 
the full details of his operation, and 
its impact on more conventional meth- 
ods of getting lumber from mill to job. 

Q. What footage, on the average, 
do you haul from the west coast? 
From southern mills? 

A. From the west coast, we haul 
18,000 to 20,000 feet per trip; from 
southern mills, we haul 22,000 to 23,- 
000 feet. Loading of all the west 
coast trips depends on whether the 
lumber is green or kiln dried. 

Q. What do you figure is your 
hauling cost per M feet from Oregon 
mills? 

A. This depends on whether its 
green or dry; on green Douglas fir, 
the cost is from $16 to $18 per M, 
figuring a one-way haul. (Ed. Note: 
The rail freight rate from Oregon to 
Oklahoma City is $1.25; according to 
Herring’s statement, his cost is equal 
or below an equivalent rail freight 
rate of 64-72 cents. Figuring his cost 
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another way, estimating total truck 
Operation at 20¢ per mile, his cost 
equals a“rail freight rate of $1.06.) 

Q. What percentage of an average 
month’s haul from the West Coast is 
delivered direct to construction jobs? 

A. About 40% of the lumber is 
hauled directly to the job. Our trucks 
will go directly to a dam or a bridge 
or other construction job out in the 
country and unload right on the job 
with no extra handling. 


Q. What do you haul out to the 
West Coast? 

A. We take all types of flooring 
and hardwood lumber to the west 
coast and sell it there. The flooring 
and hardwood is milled in Arkansas. 
We are preparing to add another haul 
to sell slate from our mine. 

Q. On what basis do you obtain 
your highway rigs? 

A. All our equipment is bought on 
the lease-purchase plan over a period 
of five years. Payments are about 
$750 per month on a $35,000 unit. 
The units we buy are specifically de- 
signed for this lumber haul and have 
many features that make it worth- 
while. Although the initial cost of the 
unit is very high, its general operation 
is extremely cheap; the truck has long 
life and, properly maintained, will 
give us awfully good service. 

Q. Does your yard inventory pol- 
icy change with seasonal demand or 
do you always plan to carry a definite 
minimum of assorted items in the 
yard? 

A. With our volume of sales we 
can always use Douglas fir transport- 
ed by our trucks; we carry a minimum 
of three million feet in the yard so 
we have no difficulty absorbing what 
the trucks bring in. 

Q. Don’t buyers object to mud- 
spattered lumber off the highway 
when they could get clean, bright lum- 
ber from box-cars? 

A. Not so! Lumber hauled in our 


trucks is cleaner than lumber brought 
in by rail. All our lumber from the 
west coast is carried in waterproof, 
air tight vans. They are made that 
way to protect the hardwood floor- 
ing we haul out to the west coast and 
to protect kiln-dried lumber brought 
back. The average box car is not air 
tight. We have made an extensive study 
of this. Southern lumber hauled by 
truck is wrapped completely in tar- 
paulins; it, too, comes in cleaner than 
by rail. 

Q. Why go to the expense of own- 
ing your own trucks? Wouldn’t con- 
tract haulers or common carriers do 
the job as well? 

A. Owning our own trucks is bet- 
ter; the other way adds another profit 
per thousand feet of lumber. Also, by 
having complete control, we can serve 
our customers better. For example, 
we have one customer who builds 
churches. Recently he had forgotten 
to order some lengths of lumber and 
needed them badly. When he told us 
about it, he thought it would take us 
about three weeks to get it. We 
picked up the phone and called the 
mill. We had a truck there loading 
that morning. The material was add- 
ed to the load and we delivered it on 


his job three days later. We have tried 
contract hauling, but weren’t satisfied 
because of delays in delivery, equip- 
ment breakdown, not ready to go 
when we needed them. 

Q. What equipment specifications 
have you found best? 

A. The most important thing is a 
light-weight unit. All of our west 
coast units are aluminum from stem 
to stern—frame, wheels, cab, chassis 
and even the bumpers. On the west 
coast run we use aluminum vans; on 
the southern run we use light-weight 
high-tensile steel flat-bed semi-trailers. 
The tractors are Kenworths; the trail- 
ers are made by Trailmobile. The 
tractors have 15-speed transmission, 
straight 220 diesel engine, radio and 
the utmost comfort in sleepers. The 
sleepers are made to our specifica- 
tion and are possibly better than any 
bed I have in my home. We have 
enough instruments on the truck so 
we know how many pounds of oil any 
portion of the engine is getting. 

Gauges pick up the temperature of 
the oil in transmission and axles. 


Water filters in the engine remove 
any impurities that might be picked 
up crossing the desert. We have extra 
large radiators so they will not heat 


HUGE DIESEL TRACTOR and aluminum van-trailer unloads 
west coast lumber at Herring Wholesale Co., Oklahoma City. 
Units are built to Herring's specifications for fast, low-cost 


long-distance lumber hauling. 


FLATBED TRAILER like this one loaded with 
asphalt shingles brings southern lumber, 
tarpaulin-wrapped, to Herring's yard or to 


job site. 


RIG WILL BE UNLOADED and depart from 
Herring's yard for an Arkansas hardwood 
mill. Then it will be loaded for long haul to 
California, where the routine starts all over. 
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TRUCKS 
(begins on page 62) 





as the trucks climb the 30 and 40- 
mile grades in the western deserts. 
We have 10-inch brakes to keep from 
having a runaway. There are four 
safety air tanks loaded with air which 
should bring any truck to a safe stop. 
We have all types of warnings on the 
brakes. If air pressure gets too low, 
we have warning lights and horns to 
alert the driver. Gauges detect flat 
tires. Units are built to telescope eight 
feet. Our trucks are painted a bril- 
liant yellow with a red stripe. Our 
customers tell us they get a kick out 
of seeing our flying herring trademark 
go by. Actually, these trucks almost 
have to be seen to be believed. 

Q. Do you buy from rail or off- 
rail mills? 

A. From both; usually we buy big 
mill stock. However, there are some 
off-rail mills that offer an advan- 
tage in purchasing lumber. 

Q. What routes do you find best? 
How do you select a good route? 

A. In general, we pick the short- 
est route on which the trucks can 
make time. A route where a truck has 
to pull in low gear through a lot of 
traffic or a lot of grades is more 
costly sometimes than a longer route; 
but in general we take the shortest 
paved route. We do not allow our 
trucks to operate on gravel roads; it 


is very expensive to operate a truck 
of this size on gravel roads. 

Q. How many round trips per 
month do your rigs make? 

A. Our trucks make three round- 
trips to the West Coast per month, 
on the average. 

Q. What happens when lumber de- 
mand slackens? Doesn’t fixed over- 
head on your highway rigs kill you 
when they sit idle? 

A. Very definitely. In bad weather 
many times we pull our hair out. Our 
insurance on the trucks runs $2,000 
per month .plus purchase payments. 
However, we expect two bad months 
a year; if we get by with that, we 
feel very lucky. 

Q. How do you view the rail vs. 
truck situation in general? 

A. We do not have to deal with 
disinterested railroad men, argue 
claims and check cars that are lost. 
We do not have trouble tracing cars 
and we do not receive damaged ma- 
terial. We are much happier han- 
dling our own product for we know 
our own men and equipment are go- 
ing to get a good job quicker, cheaper 
and faster, and when the lumber gets 
here it will be in good condition. De- 
livery is vital to us, also, for gen- 
erally we have the lumber sold before 
the truck arrives. 

New Mexico to Chicago. Duke City 
Lumber Co., a 150,000-foot per day 
capacity sawmill at Albuquerque, 
N. Mex., will deliver by truck into 
Chicago and other midwest points at 





SPEAKING OF TRUCKS AND LUMBER— 
Here's a museum piece, Herring Whole- 
sale Co's first truck, called “‘ole tail- 
buster’’ by the yardmen. It is a 1926 
Patriot; remember that nameplate? 





rail freight rates. Duke City makes 
ponderosa pine, Douglas fir and white 
fir lumber. 

“We can haul from Albuquerque 
to points in metropolitan Chicago for 
$1.01,” says Ira L. Liberman of Duke 
City. “This material moves on flat 
bed trucks for fork unloading. It can 
be delivered to the job site at the 
customer’s request. 

“As well as the Chicago arrange- 
ment, we also truck to Dallas, Fort 
Worth and Wichita Falls, Texas; Tulsa 
and Oklahoma City, Kansas City and 
St. Louis, and Wichita. All of these 
rates are comparable to regular rail 
freight rates, all for specific pick-up 


* from Albuquerque. 


“There are a good many trucking 
companies on the west coast that haul 


Long-Distance Lumber Trucking Hit Stride After World War Il 


Extensive hauling lumber by truck from mill to yard 
and job began during World War II from both west coast 
and southern pine mills. 

On the west coast, individuals owning heavy highway 
equipment bought truckloads of lumber from Oregon and 
northern California mills, peddled it to central and south- 
ern California contractors. Since they were hauling their 
own merchandise, existing regulations applying to commer- 
cial truckers and the railroads could be ignored—and were. 

Some of the lumber was good, much of it wasn’t. But 
the practice grew in spite of strenuous opposition from 
established lumberyards and their trade associations. 

The extent of this trade is shown by estimates that in 
1956 truckers hauled the equivalent of 22,400 carloads of 
lumber from mill to yard and contractor on the west coast. 
Railroads finally met this competition by lowering their 
lumber freight rates from southern Oregon into California 
and Arizona by 22%-33% last year and in mid-May the 
final step in the reduction was made, making permanent 
this cut in rail rates from northern to southern California. 
Truckers are still objecting. 

From 1950 to 1957 the shipment by rail of lumber from 
Oregon into California dropped from 40,644 cars to 14,539 
cars. The ever-increasing balance was hauled by truck, 
both regulated and unregulated. Lumber dealers gained 
by freight savings, but they also lost business when con- 
tractors bought from truckers. 


Southern pine, too. A similar switch from rail to truck 
has been going on in southern pine lumber. In 1946, the 
Southern Pine Association says, about 83% of southern 
pine lumber went from mill to dealer via the railroads; in 
1957 rail hauling handled 31% of the cut, but truck haul- 
ing had zoomed 331%, with a total of 69% of south- 
ern pine lumber being hauled by truck. Even in the big 12- 
state consuming area north of the Ohio River, truck de- 
liveries in 1957 climbed to 56% of the total southern 
pine lumber shipped, a long haul from many southern pine 
mills. 

“During the past two decades the volume of southern 
pine lumber moving via rail has shown a progressive year- 
by-year decline until today the bulk of the movement is 
handled by truck,” confirms Q. T. Hardtner, past presi- 
dent of the Southern Pine Association. This is in the face 
of the fact, he points out, that most southern pine sawmills 
are set up for rail shipping. 

Dealers appear to be saving money on their truck re- 
ceipts of southern pine lumber, too. The Southern Pine 
Association queried dealers on this. Some 59% of the 
dealers said their freight charges are lower than if rail ship- 
ment is made. They say they save 14% under existing rail 
rates. 

There are no figures available on how much business 
dealers have lost through contractors’ ability to get mill-to- 
job delivery. 
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material as far as New Mexico, Ari- 
zona and Colorado. 

“We feel our plan is a great advan- 
tage to our customers. Especially in 
areas like Chicago, where drayage 
charges are relatively high. The cus- 
tomer can save the cost of unloading 
a car and hauling to job site or to the 
yard without rail trackage. Also, the 
customer who has fork-lift equipment 
has an advantage in unloading a flat 
bed truck over unloading a box car.” 

Albuquerque also is the headquar- 
ters of wholesaler Thunderbird Lum- 
ber Corp. Says Robert E. Gallagher 
of Thunderbird, “The delivery of lum- 
ber by truck is a widespread practice 
in the southwest.” 

Thunderbird publishes price _ lists 
for truckloads of lumber, shipped out 
of Winslow, Ariz., at rail freight rates 
for delivery anywhere in New Mex- 
ico, Texas, Oklahoma and Kansas. 


Lineyard experiments. Two-way 
haul experiments have been made re- 
cently by Long-Bell division of In- 
ternational Paper Co., between the 
firm’s McAlester, Okla., wholesale 
warehouse and its Weed, Calif., 
plywood plant. 

“Our experiments have been on a 
small scale,’ comments Carl E. Miller, 
manager of Long-Bell building mate- 
rial distribution warehouses. 

“Trucks won’t supplant the railroad 
for moving merchandise,” he says. 

Long-Bell’s long distance truck haul 
costs in this experiment ran some- 
what under 30¢ per vehicle mile. 

“However, there are many varia- 
bles,” Miller says. 

“There is a maze of regulations 
over trucking,” he explains. “Just re- 
cently Texas revised its highway 
weights so now we can haul across the 
Texas panhandle with the same weights 
we can haul in Oklahoma. We've 
only hauled our own material. We 
are able to make up a two-way haul, 
taking various items of oak flooring, 
paper products and glass from south- 
west points and bringing pylwood 
back.” 

Miller emphasizes that trucking is 
definitely a business in itself. As a 
solution to problems of railroad car 
shortages, he doesn’t see trucking as 
a total solution. 

“All the trucks of the country 
aren't going to make up for railroad 
car shortages,” he asserts. 

Some of Long-Bell’s hauling has 
been done on leased equipment, some 
with owned trucks. They find that on 
the long haul diesel trucks are best, 
making faster time than gasoline rigs. 

“If you haul your own material both 
ways you must have a sales organiza- 
tion to dispose of it,’ he emphasizes. 


Colorado to Chicago. Truck ship- 
ments of lumber via commercial lines 
from Colorado to yards in the mid- 
west are regularly being made by 
Winton Lumber Sales Co., as well 
as other shippers. From Winton’s own 
west coast mills, shipment to eastern 
states is by rail. 


“We find the small yard operator 
would prefer having his lumber 
brought to him by truck rather than 
by rail,” says Winton officials, “This 
is especially true now that more 
small and medium size yards are not 
located on rail sidings.” 

According to Winton, the small 
dealer finds two major benefits in 
getting his lumber delivered to him 
by truck: 

1. Not as much money is involved 
in a truckload as in a carload. 

2. The truckload can be unloaded 
more quickly than the boxcar. 

“In addition, when the lumber 
comes by truck, the dealer normally 
knows more definitely when he'll re- 
ceive his lumber; at least in normal 


times,” Winton officials say. 

N. E. Weimeskirsch, Chicago sales 
manager for Navajo Freight Lines, 
trucker handling a large volume of 
lumber shipped from Colorado saw- 
mills into the Chicago market, re- 
ported Navajo has built special trail- 
ers especially for hauling lumber. 
The east-to-west back haul of these 
special trailers handles machinery. 

“We often drop half a load in one 
part of Chicago and the rest in an- 
other part of town,” he says. “There 
is a drop-off charge, but dealers still 
find they have a cost advantage.” 

Weimeskirch claims service is faster 
via truck from sawmill to dealer than 
is currently achieved by rail. 
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One of the best informed men in the lumber industry 
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ily. Customers were invited to make 
Wier Park a one-stop site to select 
home, lot and financing. A wide se- 
lection of three-bedroom, one-bath 
homes were offered—13 exterior fin- 
ishes and seven floor plans. Homes 
are priced from $8,000 to $15,000; 
lots $800 to $3,000. Also on display 
are three Wier Weekenders—beach or 
summer cottages. 

On opening day—carefully coincid- 


ing with the final days of National 


Home Week—three full pages were . 


devoted to the event in two local pa- 
pers, plus another full page spread by 
the firm which furnished the homes. 

Price choice. On the big day, a 
pair of beavers previously flown in 
from Canada, the first ever seen by 
many Houstonians were seen playing 
in their Park pen. 

Visitors touring the pretty Park 
soon found that the firm had home- 
owning plans, which could be tailored 
to fit almost any situation. Low- 
income prospects were shown how 
they could save money by finishing 
the interiors. The Park was open from 
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They can never come out of alignment because Leigh 
has replaced the troublesome top track with a fail-proof 
traverse rod! Door panels glide with unvarying accu- 


racy 


even in out-of-square openings. 


They are super-easy to install because the traverse 
rod assembly requires only six screws and all pivots and 
guides are factory installed in the panels. One man, 
working alone, installed a set of new Leigh Full-Vu 
doors in 18 minutes in laboratory time studies. The two 
other popular brands tested required 30.and 40 minutes 


respectively. 


You'll sell them like never before because your builder 
customers will be quick to recognize their advantages 
... the unprecedented time and money-saving benefits 
of folding doors with no “top track troubles”. See them 
at your jobber’s or write for free literature. 


*Patent Pending 
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Outdoor Accessories Ventilators 
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9 a.m. to 9 p.m., since it is close to the 
city’s largest shopping center, business 
was brisk right from opening day. 

Knowing that the best of cam- 
paigns can die quickly and expensive- 
ly from neglect, Wier kept on plug- 
ging with radio and TV spot an- 
nouncements through the month of 
September. Then the lumberman 
joined with a grocery chain in a 
“Name-the-Beavers” contest lasting 
through the month. The first prize of 
a Weekender cottage and lot on Gal- 
veston island brought entries from 
all over the southwest. 

“Price-talk” was the pitch of the 
next advertising series with ads fea- 
turing a 3-bedroom, 1'%2-bath home 
for only $60 a month—this last in 
bold, black typeface. The Wier Home 
20-year guarantee on exterior lumber 
was another sales inducement. 

In a front-page picture windup to 
the campaign, T. P. Wier, Jr. donated 
the beavers to the city zoo—the first 
such animals in captivity in Texas. 
Another story announced the forma- 
tion of the Wier Land Development 
Company. 

Next event was publicity around a 
major program of homes built for 
sale in Northwood Manor. Construc- 
tion began on the first of 250 homes 
in the $8,000 price range, each with 
three bedrooms and nearly 1,100 
square feet. Wier was now ready to 
make its bid for land control and de- 
velopment. 

Goal set. “How are we doing? I'll 
give it in round words instead of fig- 
ures.” Wier thought a minute. “We be- 
gan with a few handfuls of homes in 
1957. Next year we stepped up our 
program and built five times as many. 
We now have nearly twice as many 
homes sold ahead of closing as we 
closed during the entire previous year. 

“About our future,” he went on, 
“we expect to sell at least twice as 
many homes next year as in ’59 and 
double that amount by the end of 
1961.” 

All homes were built to order at 
the opening of the Model Home Vil- 
lage. Wier is now building on specu- 
lation as well. Currently the company 
is planning several new subdivisions 
similar to Northwood Manor. 

“And did I mention,” concluded 
Wier, “that we are rounding out our 
program with a new company formed 
to manufacture components for other 
builders?” 

And so with land, components, new 
homes—all wrapped up with attrac- 
tive financing—Wier Lumber _ be- 
comes another Texas sample of Deal- 
er Sales Control. 
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OPENING 


Self-Service After Dark 


A new self-service yard open eve- 
nings and Sunday is drawing crowds 
and customers at Denver. Owned by 
the Hugh M. Woods Co., the yard will 
be operated weekdays from 5 p.m. to 
9 p.m., Saturdays from 1 p.m. to 9 p.m. 
and Sundays from 8 a.m. to 5 p.m. 

Brand-new, the self-service yard is 
alongside a Woods yard operated on a 
conventional basis. This yard closes 
each day as the new yard opens for 
business. The U-shaped drive-in store 
occupies 50,000 square feet of space 
with lumber, building products, a gard- 
en center, plumbing and electrical sup- 
plies all racked, binned and priced for 
easy customer selection. 

A small store near the street checks 


BINNED STOCK is 
sized, described and 
priced for self-selec- 
tion by the customer. 
Woods made their 
own doors and found 
special hardware 
which could be out- 
side mounted to per- 
mit maximum use of 
inside space. 


out purchases and sells hardware, 
paint, doors and windows. Overhead 
garage doors, with special hardware 
mounted on the exterior, provide com- 
plete protection at night. When stock 
runs low, yard personnel have access 
to the regular yard to fill orders. 

The self-service yard, managed by 
Art Mitchell, has a regular staff of two 
men and a store clerk. Extra men come 
in on Saturdays and Sundays to handle 
peak periods. In addition to the after- 
hours store and adjacent conventional 
yard, the Hugh Woods Co. operates 
two other retail stores in Denver. In 
business for nearly 50 years, the firm 
also does an extensive mail order busi- 
ness. 
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Appalachian Hardwoods are recognized 
everywhere for their fine natural qual- 
ities—soft texture, easy workability and 
attractive graining. Let the foremost 
concerns in this column supply you with 
well-manufactured 


dependable quality, 


Appalachian Hardwood products. Con- 


sult them on your next requirements. 





Wood-Mosaic Corp., Louisville 9, Ky. 


White and Red Ock, Walnut, Poplar, Basswood, 

Beech, Cherry, Mahogany and Lavan Lumber. Do- 

mestic and imported Veneers. Hardwood Flooring— 

Ook and Maple Strips and Laminated Block and 
Special Pattern Flooring. 





*Homer Lumber Sales, Inc., Kenova, W. Va. 


Exclusive Sales Agents for 
J. P. Hamer Lbr. Co., Inc., Kenove, W. Va. 
Homer Lbr. Corp., Appalachia, Va. 
Manufacturers Appalachian Hardwood Lumber 





*Cherry River Boom & Lbr. Co., Richwood, W. Va. 


Appalachian Hardwoods, Flooring, Planing Mill 
Products. Glued Dimension. 





* Member Appalachian Hardwoods 


Manufacturers, Inc. 


always specify 
APPALACHIAN HARDWOODS 
Circle No. 351 on Handy Cover Card 
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CURTIS REVERSES SLUMP 


(begins on page 39) 





and deliveries, damages in transit and 
product quality. New production con- 
trol systems have been installed. Ex- 
peditors, warehouse inventory control 
specialists and order precision special- 
ists are all geared to more customer 
service 

I. H. Ramsey, director of Sales, and 
a Curtis veteran since 1937, is also 
training his field force of 76 men in 
the direction of intelligent service for 
both distributors and dealers. This 
month his salesmen are using a new 
distribution manual which clearly de- 
fines the services jobbers must render 
dealer customers. 

Harry C. Smith, director of market- 
ing, heads a revitalized department in- 
quiring into all activities touching on 
the sale of Curtis products. Smith has 
a background which includes Scholz 
Homes, prominent prefab manufactur- 
ers, Sears Roebuck and Montgomery 
Wards. 

New product development has been 
accelerated under the direction of Lyle 
Sodeman, director of product develop- 


Tltti ilt. 


ment. Expenditures are now 31 times 
that of previous years and will be con- 
tinued at this same rate of expansion 
in the years ahead. Sodeman knows 
construction and is spending much of 
his time in the field to keep in step 
with the changing home building mar- 
ket. 

Dealer Component Offer. To assist 
retailers, Curtis will cooperate with any 
customer who wishes to enter the com- 
ponent field. The firm presently is 
working with a retailer-customer who 
is building a model home this spring 
using panels. Curtis provided detailed 
drawings of all panels incorporating 
windows. 

Frank Kreider, Sodeman and others 
at Curtis believe components have a 
bright future. Kreider, however, is con- 
vinced Curtis should not provide com- 
plete structural windows fully assem- 
bled for jobber-customers. Rather, he 
plans that Curtis will machine com- 
ponent parts for assembly locally by a 
jobber. 

Kreider says, “We're going to save 
distributors money by machining re- 
quired pieces, thus cutting down their 
investments in precision equipment and 
reducing shipping costs.” 

“1.Q.” Campaign Scores. Robert A. 


Curtis plant and headquarters, Clinton, la. 





CONSTANT PRODUCT improvements are 
the order of the day at Curtis. Lyle 
Soderman, left, director of product de- 
velopment, is charged with this responsi- 
bility. Frank B. Kreider, right, vice pres- 
ident, sales, works closely with Soder- 
man by reporting new customer re- 
quirements. 


Holmes, advertising and sales promo- 
tion manager, reports excellent reac- 
tions from customers on Curtis’ present 
advertising campaign, promoting Indi- 
viduality and Quality (“I.Q.”) 

“In national and trade advertising all 
our copy stresses the “I.Q.” theme. We 
know that the buyer of a home today 
is more discriminating. He may be 
buying his second or third home since 
World War II. We have prepared a 
special promotion book dealers can use 
with builder customers. It’s easy to use 
and most convincing for even the 
toughest, most price conscious build- 
er,” Holmes concluded. 

New president elected. Fully support- 
ing the new Curtis management team 
is Perce C. Rowe, who was elected 
president and a member of the Board 
of Directors on December 1, 1958. 
Formerly president of the Flintkote 
Company, Rowe brings to Curtis years 
of experience on diversified manufac- 
turing and marketing. He joined Flint- 
kote in 1929 and was elected an officer 
in 1935. He has held the offices of 
executive vice-president, director and 
chief administrative officer. He was a 
member of the executive committee; 
director of Flintkote Mines Ltd., Flint- 
kote Co., Tiletex Co., Flintcote Co., 
Canada Ltd.; vice-president of Beck- 
man-Dawson Rfg. Co., Pioneer Paper 
Co., Hollywood Paper Box Co.; direc- 
tor of U. S. Line Co.; director and ex- 
ecutive vice-president of Van Packer 
Corporation; chairman of the executive 
committee of the Asphalt and Tarred 
Roofing Industry War Council, and 
many others. 

George M. Curtis is now Chairman 
of the Board of Directors. 
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Specifically hetle QM... Sun Valley 


Sas Convertible 
Decorator Series 
Junior Door 


@ Ten beautiful decorator colors 


dcu usm" sizes 








For full details write fo: SUN VALLEY INDUSTRIES, INC 
8354 San Fernando Rd., Sun Valley, California 
or 4528 W. 51st Street, Chicago, Illinois 


SLIM LOOK in Legs 
.. Sparks Sales! 


cum New | | DENNIX 





LEGS 


D E N N 1X af Are Customer 
Pleasers! 
Scandinavian style 
‘ You invest in good 
Ideal for Farm Construction LEGS. ee wh aS 


They look good, stand 
up well, and are easily 


J. NEILS “DOUBLE LIFE” q attached. The vast 


: variety of Dennix styles 
Modern elegance and and sizes is a great 


BARN POLES AND POSTS grace in fine hardwood. sales help. And prices 
New 3” solid brass trim are competitive. 
taper — i Stock Dennix Furniture 
For variety in style and and Table Legs, Book- 
size stock Dennix . case Builders, adjust- 


e No tl Farmers can lick high costs on all furniture and table able shelf brackets and 
foundations, types of buildings by using J. Neils legs and other | ie you'll Has the “de-t- 
scaffolding or }\|||_ treated (penta or creosote ) Lodge- “attachables” and ff J (= yy ote sour ehave tlt 
forms needed pole Pine poles. They are long — ; real _ ! buying headquarters. 

‘i sti i ight. with “do-it-yourself” ‘ 
© No skilled lasting, economical, straight, wit 


: i} «uniform taper. section. 
workanes 1} No foundations are needed. No The New Extra Heavy 


needed. - , a ak . , 
scaffolding or forms are required. The price is right, quality SOUARE TAPERED 
e No ground Rafter supports can be nailed to guaranteed, Quick delivery. Q LEG 
rotting or the poles, eliminating matching, WRITE FOR FREE : 
insect | mortising and mitering. earasee with heavy duty bracket 
destruction. | J. Neils “double life” poles and 
®@ Quality poles, oo on oe ee ee oe . Steel straight position brackets (No. 5) 
straight, uni- be > 7 Flare brackets (No. 5F) on request 
r. Free plans and erection in- 
form taper. presi grey WRITE FOR FREE CATALOG 


DENNIX DENNIX 


J. Neils Lumber Company a PRODUCTS CO 


Division of St. Regis Paper Co. 33-04 DOWNING STREET 
33-04 DOWNING STREET FLUSHING 54, N. Y 


MILL AND TREATING PLANT AT LIBBY, MONTANA FLUSHING 54, N.Y. 
— Dept. AL-6 Dept. AL-6 
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Specifications and market data for products you can sell 


new PRODUCTS 


o ar f% 


Has 1,” Thick Genuine 
Hardwood Flooring 


Called Planktyle, a new genuine hard- 
wood flooring only %” thick is especially 
designed for homes with concrete slab 
construction. It is available in red oak 
and other hardwoods in a wide range of 
colors. Machine sanded at the mill, 4” 
Planktyle is 3” wide and is produced in 
random lengths from 9” to 50”. It may 
be applied directly to the concrete slab 
or to plywood subfloors, with a special 
Planktyle Mastic. 

Market data. Planktyle is packaged in 
cartons containing 100 square feet, 
about 86” long, containing random 
lengths, bundle-nested. Planktyle, in- 
stalled, has a retail price range of 50¢ to 
60¢ per square foot. Available from 
distributors or direct from the maker, it 
is an ideal item for both consumer and 
contractor sales. Nickey Brothers, Dept. 
AL, 2700 Summer Ave., Memphis 12, 
Tenn. 

Circle No. 201 on Handy Cover Card 
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Develops Fiberglass Garage Doors 


Named the Filuma, a new sectional overhead garage door 
combines Filon translucent fiberglass with extruded tempered 
aluminum frame. Offered as a four-section overhead type in 
decorative yellow, white or coral, the unit is easy to install 
and never needs painting. No glazing is required because the 
translucence of the fiberglass lets light through and diffuses 
light inside garage to eliminate dark corners. 

Market data. Available direct from maker, the 2400 Series 
Filuma Door is made in 10 sizes to fit single and double width 
openings. All door sections and tracks are in one package; 
zinc-plated hardware parts are in a box. A dealer may buy 
one door or a carload. Sales aids include envelope stuffers, 
brochures and ad mats. It is an ideal item for both consumer 
and contractor sales. Frantz Mfg. Co., Dept. AL, Sterling, Il. 
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(For more new products, see page 72) 


Use Inquiry Card on Back Cover for More Facts 
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“Why we came back 
to Bethlehem nails...” 


“Those cheap nails just don’t hold up. When you want nails that drive straight 
and true, take it from us—you don’t save a nickel when you use any other kind. 
We know Bethlehem nails are tough, and easy to drive.” 

In the long run Bethlehem nails are as economical as any on the market. 
Packaged in sturdy, clean-lined cartons, they're convenient to store and handle. 
They come in a complete range of sizes, styles and finishes: bright, blued, 
cement-coated, and galvanized. 

You can also depend on Bethlehem to make prompt delivery on staples, 
farm fence, steel fence posts, barbed wire, baling wire, merchant wire, bolts 
and nuts. Our nearest office will give you prompt service. 


BETHLEHEM STEEL COMPANY, BETHLEHEM, PA. 


Export Distributor: Bethlehem Steel Export Corporation 


BETHLEHEM STEEL (ou 
Toth TE 
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NEW PRODUCTS 


( begins on page 70) 





Introduces 337 Kitchen Slide 


Designed especially for use in kitchen 
cabinets, Grant’s new 337 kitchen slide 
delivers effortless drawer movement on 
smooth rolling nylon wheels. A positive 
mechanical “stop” does away with jolt- 
ing nylon to metal stop action and 
prevents corrosive wear and damage to 
nylon wheels, maker says. Installing in 
minimum space, the 337 requires only 
4%" clearance at each side of drawer. 
Flush mounting of slide with back of 
drawer makes for fast, easy installation, 
it is said. 

The 337 slide is available in standard 
kitchen cabinet lengths of 18” to 24”. It 
offers a tested 30-pound weight capacity 
while fully extended. 

Market data. The 337 slide is available 
in a resale package (12 individually 
taped slides listed at $2.22 per pair in 
12 pair lots). The slide also is available 
in a production package (50 individual 


members). Available through distribut- 
ors, the slide is primarily an item for 
contractor sale. With an order of four- 
dozen slides (12 pairs each of the four 
sizes), a dealer receives a free demon- 
strator model. Ad mats and catalogs 
also are among the sales aids offered. 
Grand Pulley & Hardware Corp., Dept. 
AL, High St., West Nyack, N. Y. 
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Colorful Translucent Panels 


Patio privacy is easily obtained with 
fixed or movable Nova Vista-Lux panels 
that offer a colorful background. The 
panels will not crack, craze, warp or 
buckle. They are weather-resistant, un- 
affected by mildew, humidity, salt water, 
vermin or rot and highly fire-resistant. 
The panels can be cut with hand or 
power saw, even shears, it is said. They 
are easily fastened with nails, bolts, 
screws or Nova Vista-Lux Mastic. Pro- 
duced in various colors and _ sizes, 
panels are ideal for use as patio roofs, 
shower doors, skylighting, awnings, 
fences, louvers, pool enclosures, shelv- 
ing or room dividers. 

Market data. Nova Vista-Lux is avail- 
able with corrugations from 1%” x %” 
to 4.2” x 1-1/16”; widths from 26” to 
42”; lengths from 8’ to 12’; and a total of 
12 colors. Also in flat sheets from 24” to 
44” in width and 8’ to 12’ in length. 
Nova Sales Co., sub. of Homasote Co., 
Dept. AL, Trenton 3, N. J. 
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Folding Sawhorse Legs 


New Trojan folding sawhorse legs 
solve the problem of transporting and 
storing sawhorses. The legs can be as- 
sembled or disassembled in a jiffy and 
weigh only 2% pounds each. Any length 
2 x 4 or 2 x 6 may be used in the 
slotted leg tops. Steel handle nuts secure- 
ly attach legs to ledger board. When not 
in use, the sawhorse may be stored by 
loosening handles, removing board and 
folding up legs. Aluminum leg exten- 
sions also are avilable to raise the saw- 
horse to a height of 30” or more. 

Market data. One pair of Trojan leg 
frames makes one 24” sawhorse and 
retails at $4.95 a pair; one pair of the 
leg frames plus slip-on aluminum leg 
extensions makes one 30” horse and 
retails at $6.98 a pair. They are an ideal 
item for sale to do-it-yourselfers setting 
up Ping-Pong or picnic tables or a work 
bench. The leg frames are packed and 
shipped two pairs to a carton. Trojan 
Products Corp., Dept. AL, 1131 E. 
25th St., Indianapolis 5, Ind. 
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as Low AS 
v $Q. FT. 


OVER 18 MILLION FOLKS 


SEE THIS AD TWICE A MONTH 





Sheeting 

Polyethylene 

: eer or un-Resistant Black 

— 2 - proof Meets FHA specifi 
1 


cid . 
‘ proof, rot-proot, RCP. ethylene Sheeting 
COVERALL is wate msive. The Best Polye satab. 1924 
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16 20 & 24% widths 
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To Be Sure You Get Genuine Warps COVERALL At These Lew, 


American Agriculturist Michigan Farmer 
California Farmer Missouri Ruralist 
Dakota Farmer Nebraska Farmer 
Farm and Raach New England Hmstd. 
The Farmer Glo Former 

Oregon Farmer 
Florida Grower Pennsylvania Farmer 
Hoard’s Dairyman Poultry Tribune 
Idaho Farmer Prairie Farmer 
Kansas Farmer Progressive Farmer 


Farm Journal 
TT 


Rural Gravure 
Rural New Yorker 
Southern Planter 
Utah Farmer 
Wallace’s Farmer 
Washington Farmer 
Western Farm Life 
Wis. Agriculturist 
Farm Quarterly 


For Easy Selling — Eas i 
. Y Handling 
arp’s New COVERA 
Di r 
1 isldse ENTING DISPLAY 


feet wide. Takes only 68 in. by 20'ta 


of fi A 
IN EVERY ISSUE OF THESE PAPERS ‘ Pensed rom maria con bedi 


without Moving the roll 


~ 
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= Coveratt = 








This timely, consistant advertising p your 
on Warp’s COVERALL and tells them to 
come to your store to get it 





ASH 
BIRCH 

CHERRY Be 
AFRICAN MAHOGANY 
MAPLE ma 
RED OAK ; 
WHITE OAK 

WALNUT 

PHILIPPINE MAHOGANY 
VERTICAL GRAIN FIR 


choice REDWOOD 


veneers KNOTTY PINE 
KNOTTY CEDAR 


WHITE PINE 
GUM 
CATIVO 


NOW! ONE SOURCE FOR ALL YOUR NEEDS! 


Georgia-Pacific offers the most complete line 
of decorative and hardwood plywood 





For paneling, cabinet work, built-ins, your customers will like . 
e ° . ’ Ld . 
the economy, the superb craftsmanship, the wide choice you GP) GEORGIA — PACIFIC 
offer with Georgia-Pacific decorative and hardwood plywood. PLYWOOD @ REDWOOD - LUMBER & HARDBOARD - PULP & PAPER 
Dept. ALBP659, Equitable Bidg., Portland, Ore. 
e A complete line—16 handsome veneers to select from! Please send complete information on Georgia- 
Pacific decorative and hardwood plywoods. 
e All veneers carefully selected, perfectly bonded. 


Name 


e Thicknesses from 4" through 34”, stock panel sizes. 


Firm 
Architectural sizes and face specifications custom made. 


Address 


Call your local Georgia-Pacific source or send today for details. Zone___ Stat 
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NEW PRODUCTS 
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Beautifies Plain Glass Windows 


Do-it-yourselvers can easily beautify 
plain glass windows with realistic leaded 
glass designs by applying Decor-Led. The 
product consists of a %” wide strip of 
heavy, genuine lead foil 1/16” thick, 
solidly mounted on a backing with a 
pressure-sensitive adhesive. The adhesive 
is protected by a liner which must be 
removed before application of tape. Ex- 
tended durability, washing and weather- 
ing tests have proved that Decor-Led 
will remain tightly affixed to the glass 
for many years, says maker. It also is 
considered that Decor-Led adds _ sub- 


stantially to the strength of the glass 
especially when used on storm doors and 
garage doors. 

Market data. Decor-Led is applied to 
both sides of the window, following de- 
sign patterns and suggestions contained 
in each package. Decor-Led is furnished 
in 18-yard rolls sufficient for two win- 
dows using average leaded glass designs. 
Suggested retail price is $6.95. Pen-Mac- 
Nye Co., Dept. AL, 1056 Home Ave., 
Akron 10, Ohio. 
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Shade Green Glass Block 

A masonry glass block that is actually 
made of blue-green glass is announced 
by Kimble Glass Co. The biue-green 
color was selected for the new block 
because of its pleasant, cool appearance 
and its ability to reduce sun brightness 
and solar-heat transmission, it is said. 
It is the first hollow glass block to be 
made of colored glass, states maker. 

Trade-named Shade Green, the glass 
block is manufactured in both the 8” 

and 12” sizes; a decorative pattern, No. 
30, also is available in the 8” and 12” 
sizes. 

Market data. Suggested retail price of 
Shade Green Glass Block averages 
around 80¢ to 85¢ each. Available now 
through 325 distributors, the glass block 
is packaged in a distinctive carton show- 
ing a green edge. It is an ideal item for 
both consumer and contractor sales. 
Dealer sales aids include a_ brochure. 
Kimble Glass Co., a sub. of Owens- 
Illinois Glass Co., Dept. AL, P. O. Box 
1035, Toledo 1, Ohio. 
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Save plenty wampum with 


ORMICA’ SAFE-BOND* yi, 


New 


...it goes TWICE A as far! 
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* 
Get SAFE-BOND 


the versatile Contact Cement 


where you get 


FORMICA 
laminated Plastic 


*Trade Mark 
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Build Your Own Kiddie Boat 


Fathers and sons may now make their 
own five-foot sailboats supplied in kit 
form. Evans Products Co. precuts all 
the Evanite plywood pieces at the factory 
and packages them in a convenient 
carton. All parts are identified in a 
pictorial instruction sheet for easy as- 
sembly using only ordinary household 
tools. Called the Kiddie Boat, the little 
sailer has an outboard rudder controlled 
by a tiller. Remove the sail, mast and 
rudder and it may be used as a dinghy. 

Market data. In addition to basic 
materials for construction of the hull, 
rudder, mast and graphic instructions, 
the kit can include sail and hardware. 
Available from distributors, it retails 
around $36 to $39. Radio spot an- 
nouncements and window streamers are 
among the sales aids. Evans Products 
Co., Plywood Div., Dept. AL, Coos Bay, 
Ore. 
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Galvanized Footer Forms 


Lightweight metal concrete forms that 
are easy to handle and set up are avail- 
able. They are supported by 2” reinforc- 
ing rods, driven through the holes in the 
flanges. They can be bent into curves by 
snipping the flanges between the holes, 
says maker. The galvanized footer forms 
never rot or split and are easily cleaned 
for re-use, it is said. 

Market data. An item for sale to both 
do-it-yourselfers and contractors, the 
forms are ideal for concreting walks, 
driveways or patios. They are available 
in 10’ lengths, 4”, 6” or 8” high, from 
Quaker State Metals Co., Dept. AL, 
Lancaster, Penna. 
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| WE'RE MAKING BIG MONEY now THAT WE'RE SUGGESTING " 
SCOTCH BRAND MASKING TAPE WITH EVERY PAINT SALE / 





“SCOTCH” and the plaid design ore registered trademarks of 3M Co., St. Paul 6, Minn. 
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Above is average of timber being cut today on our second 
cycle cutting on 200 Thousand Acres of timberland. Annual 
cut 22 Million feet for past half century under exacting 
Forest Management Plan without depletion. 


HARDWOODS — WHITE PINE —— HEMLOCK 
DEFEND YOUR TRADE WITH 


MENOMINEE INDIAN MILLS 


Neopit, Wisconsin 








Air-dried QUALITY LUMBER Kiln-dried 
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Recommend 


OSMOSE’ 


PRESSURE-TREATED LUMBER 


® (Ginese 


WNOIE 


WOOD PRESERVING CO. OF AMERICA, INC. 
985 Ellicott St. + Buffalo9,N.Y. + EL. 5905 
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Hew SUPREME “3 in One” NEW PRODUCTS 


DRYWALL §S"= 
HAMMER 
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. Crowned scored face 
makes correct dimple 
to recess nail head 
without breaking 
face paper and 
board. 


. Permanent cushion 

grip of vinyl-nylon, 

molded on, can't loosen, come off, 
or wear out. 


. Angle and crown just right to save 
eatsamaoet Adds 7” Roller for Home Use 


. Angle of blade saves marring ceil- A new 7” paint roller for home paint- 
ing. = is ane to eliminate drips and skids. 
e all-steel, lightweight unit is of squirrel 

’ aco ae ue Psa efaee une cage construction with shielded hard 
steel bearings that provide perfect align- 

. Head-handle forged unbreakable ment and smooth, splatter-free, non-skid 
of ONE-PIECE fine tool steel. paint application, maker says. The core 
is completely open for easy cleaning 

and quick color change. End caps are 
Made by the Inventors flush on the new roller assembly to 
and World's Only Spe- eliminate drips and runs. Covers slide 
cialiets of Unbreakable freely over four tension adjustable wires 
niece Uhid Slatthete of the squirrel cage core. The new Gold 
Stripe roller also has a threaded handle 

for over 35 years. for use with an extension pole for paint- 
= hard to reach spots, floors and ceil- 


ESTWING MFG. CO. © Dept. AL6 © ROCKFORD, ILL. . 


Circle No 342 on Handy Cover Card 





pi WALEBOARO ee 








‘Market data. A new 7” Gold Stripe 
Roller assortment consisting of nine 
frames and assorted covers is available 
REDUCE delivery costs. to dealers. Dealer cost of the 206-R 

assortment shown in photo above is 
UNLOAD a LOAD or HALF LOAD at a time $19.71; total suggested retail is $32.85. 
; with an Pittsburgh Plate Glass Co., Dept. AL, 
i 632 Ft. Duquesne Blvd., Pittsburgh 22 


R-B ROLL-OFF Circle No. 210 on Handy Cover Card 
. truck body 








Complete bodies shipped KD. Easily installed. 
Write, wire or phone for catalog and prices. 


The R-B Co. 


1921 Guinotte, Kansas City 20, Mo. 
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PLYWOOD? (ewcoris 


New Proctor Pier Forms put speed, 
C A L L A F T ee A economy and simplicity in forming sim- 
ple piers. These forms set up and strip 

in seconds and are reusable literally 
PH F ik 38 hundreds of times, says maker. The forms 
one Chicago — Armitage 6-7100 are constructed of light gauge steel and 

AETNA PLYWOOD AND VENEER COMPANY weigh only six pounds. Each form 
Neti Mn @ lites 1731 Elston Avenue. Chicago 22 is a complete unit including the at- 
Branches, Rockford - Peoria - Indianapolis - Elkhart tached te ange sete non pres- 
: ; se sure an ocks the form. e pin is 
In Wisconsin, the Milwaukee Plywood Company pulled with a claw hammer, the Pier 
Milwaukee and Wausau Form springs open and the form is 


stripped. 
Market data. Proctor Pier Forms are 
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18” in diameter and 8” high with other 
sizes available on special order. Sug- 
gested retail price of the form is $3.50 
each plus freight. Offering a dealer 
discount of 20% to 30% on a quantity of 
100, the forms are available now direct 
from maker. It is primarily an item for 
contractor sale. No stock is required by 
dealer. Sales aids include photographs 
and catalog sheets. Proctor Products 
Co., Dept. AL, 16202 Sixth Ave. North- 
east, Seattle 55, Wash. 
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Preassembled Window Walls 


Vice-president Donald H. Goldman 
(right) and chief engineer Richard W. 
Sutliff were photographed while exam- 


ining one of their firm’s new custom- 
made, factory-assembled window walls. 

The new window walls eliminate up 
to 40% labor costs at building site, maker 
states. The unit is shipped with a wide 
assortment of special extrusions to meet 
various installation requirements and 
can be easily erected by relatively un- 
skilled men, it is said. Interior finishing 
also is eliminated when the units are 
ordered with factory-assembled all-glass 
elements or double-faced sandwich pan- 
els. Fabricated in single or double-story 
heights, the units can be specified with 
projected ventilators in various arrange- 
ments. Aluminum screens which are 
easily removed from inside are avail- 
able. 

Market data. Suggested retail price of 
the Glidorama window wall varies. Avail- 
able now from more than 50 distribu- 
tors, the units are completely preassem- 
bled in the shop to architectural speci- 
fications and are primarily items for con- 
tractor sale. Dealer sales aids include 
national advertising and consumer bro- 
chures. Glidorama Div., Whizzer Indus- 
tries, Dept. AL, 360 S. Sanford, Pontiac, 
Mich. 
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Do-It-Yourself Latticework 


Lattice which may be cut with 
pruning shears to exact length is an- 
nounced. Made of plywood, it comes in 
", 3’, 4, 5’, 6’, and 8’ lengths. How- 
ever, even larger than 8’x8’ latticework 
can be made with a simple invisible 
splice, maker says. It’s ideal for use as 
room dividers, portable shoji screens, 
bed headboards, sliding doors, sliding 


panels in place of drapes, drapery cor- 
nices, indirect lighting panels, dropped 
ceilings and window treatments. The 
surface of the strip is embossed in such 
a way as to give the illusion of inter- 
locking geometric shapes. Painting can 
be done while it is a flat narrow strip. 
Market data. It retails at 15¢ a foot, 
which averages 60¢ a square foot. The 
only additional cost is paint and light 
framing, which is unnecessary in many 
cases. It is an ideal item for sale to the 
do-it-yourselfer. Inter-Grille Mfg. Co., 
Dept. AL, 132 W. 22nd St., New York 
11, N. Y. 
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ALWAYS AHEAD OF THE FIELD! 


Today's 6 


TEST Improvement in 


pan Siding... 


44 NEW IMPROVEMENTS FOR 


PRODUCT BETTERMENT! 


O New! Copper-Seal Finish 


Protection where the Eye 
Can‘t See! 


© New! Factory-Notched Ends 


Saves on-the-job cutting. 
Saves Labor, Time and Costs. 


® New! pre-punched Nail Holes © Mew! Weep-Holes 


The applicator’s delight... 


Completely minimizes condensation. 








Easy Installation! f 


WSATHER-TIGHT... 





x2 





WITH OR WITHOUT BACKER BOARD 


A FULL LINE OF SALES AIDES... 


AD MATS, BROCHURES, SLIDES, PRICE 
LISTS, AND A COMPLETE “PITCH-BOOK” o° 


DESIGNED TO SELL! 


= 
KOVER-LUM Insulated , , 


With weatherboard attached 
- bonded into ONE piece 


ready to nail! 


Available in a large variety of 
BEAUTIFUL FIRE.BAKED COLORS 


BLUE e GREEN e WHITE 
PINK e GRAY e BROWN 
YELLOW e DARK GREEN 
IVORY e DARK GRAY 
CORAL e BARN RED 


MAKES OVER 500 COLOR COMBINATION: 


For a complete line of Aluminum 
Siding always ask for KOVER-LUM! 
KOVER-LUM Vertical... Fulfills 

architects’ latest designs. 
KOVER-LUM Embossed, , . For 
strength. Excellent for hail- 
storm areas. 
KOVER-STONE, , . Genuine IN- 
DIVIDUAL pre-cast stones .. . 


Covers any surface. 


SALES COME EASIER WHEN YOUR SIDING IS BETTER! 


CALL, WRITE OR SEE US AT 


U.S. ALUMINUM SIDING CORP. 


10551 ANDERSON PLACE 
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FRANKLIN PARK, ILL. 


Gladstone 5-7200 
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NEW PRODUCTS 


( begins on page 70) 





Features Built-in Push Bars 


Wepco’s Californian Screen Door is 
offered complete with built-in push bars. 
A vinyl door sweep also is built in to 
help keep out dust and dirt. Both its 
frame and screen are aluminum. Ex- 
pander channels afford easy installation 
and perfect fit. The door is available in 
all popular sizes; in widths of 30” to 37” 


and in heights of 78” to 85”. 

Market data. Suggested retail price of 
the Californian Screen Door is $22.95; 
the retail markup on cost is about 31%. 
Packaged completely assembled with all 
its hardware, including closer, latch 
and hinges, the door is available from 
75 building material distributors. It is 
an ideal item for both consumer and 
contractor sales. Minimum dollar in- 
vestment for a dealer is $17.40. Envelope 
stuffers and ad mats are among the sales 
aids offered. Cooperative advertising al- 
lowances are available. The Weather- 
Proof Co., Dept. AL, P. O. Box 45, 
Litchfield, Ill. 

Circle No. 214 on Handy Cover Card 


Exterior Door Frames 
Prevent Plaster Cracking 


By using the new Sunlight “radius- 
trim” steel door frame, builders can 
install a heavy gauge exterior door frame 
in any plaster-walled home without hav- 
ing unsightly plaster cracks caused by 
shrinking plaster, maker says. By using 
the radius-trim edge as a screed, plaster 
can be run behind the trim; stops plaster 
shrinkage and prevents cracking. 

Made of 18-gauge cold-rolled steel, 
radius-trim frames are galvanized, bond- 
erized, rust and warp-proof. Available 
in standard widths of 2’8” and 3’0” in 
heights of 6’8” and 7’0”, radius-trim 
frames are furnished standard with dust 
box, strike plate and anchor clips. Stud 
clips and butt hinges are prewelded to 
the door frames for handling ease. 

Market data. Suggested retail price of 


the radius-trim door frame is $7.50; 
retail markup on cost is 27%. Available 
now and packaged in cartons, it is pri- 
marily an item for contractor sale. 
Minimum dollar investment for a dealer 
is $500. Sales aids include catalog and 
envelope stuffers. The manufacturer 
also produces Plaster-Lok and Dry-Wall 
Lok interior steel door frames, which are 
available in 16 different styles and sizes. 
Sunlight Steel Corp., Dept. AL, 2301 S. 
Delaware St., Denver, Colo. 
Circle No. 215 on Handy Cover Card 
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If roofing is your 
business then 
you should know 
more about 


eathe source 
for all asphalt 
composition 


roofing products 
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Plastic Laminate Cutter 


A new model Score-Awl plastic lam- 
inate cutter with replaceable blade is 
available. The hardwood handle is 
larger and it is designed to fit the hand 
more comfortably. The redesigned blade 
with longer tip gives increased leverage. 
The new more rugged carbide tip is 
precision ground for faster cutting. Fac- 
tory resharpening service also is available 
to give the tool an indefinite service life. 
An instruction folder describing how 
to use the tool is sent with each Score- 
Awl. Score-Awl, Dept. AL, Box 932, 


One-Stop Shopping in a Hurry 
—See Card on the Back Cover 





Table Extensions Announced 


Much easier ripping of the largest 
plywood panels and cutting from the 
longest strip moldings and boards are 
made possible by new stamped steel table 
extensions for the Monomaster 10” Tilt 
Arbor Saw, maker announces. When 
the maximum of three are used the table 
is extended to a width up to 6742”. One 
or two extensions only, each 104%” wide, 
can be utilized to tailor a table to suit 
average needs of each customer, it is 
said. 

Adjustable outer leg supports are 
available and recommended when two or 
three extensions are used. The exten- 
sions may be installed on present and 
past model Monomaster saw tables, says 
maker. Boice-Crane Co., Dept. AL, 1000 
Central Ave., Toledo 6, Ohio. 
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Self-inking Price Marker 


A new price marker designed and en- 
gineered specifically for use in a retail 
building material store is announced. 
Made of thick, hard steel, the price mark- 
er simplifies price marking on all types, 
sizes and shapes of merchandise. Special 
construction features include  case- 
hardened bearings and an entirely en- 
closed spring mounted in the handle, 
plus a solid metal rod connecting the 
handle to the mechanism to _ insure 
smooth, easy action. 

The marking bands are mounted on 
large wheels for easy grouping and con- 
tain large, easy-to-read type characters. 
The band layouts offer easy selection for 
price marking plus all possible price com- 
binations. Garvey Corp., Dept. AL, 


4379 Duncan Ave., St. Louis 10, Mo. 
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Granite Quarry, N. C. 
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ROOFMASTER 
The giant shingle for modern roof styling 


Here, indeed, is a prime example of Carey progress in roofing shingles— 
the Carey Roofmaster Shingle which meets every present-day construction 
requirement. Its size is approximately 5 square feet of area . . . a real giant 
when compared to the 3 square feet of ordinary 12” x 36” shingles. 


Carey Roofmaster Shingles have the important effective sealing feature— 
Sta-Seal® tabs. This method of weathersealing a roof is the builder’s 
assurance that the elements will be kept out, that windstorms will not lift 
the shingle tabs or tear them off. Every Roofmaster Shingle Roof is sealed 
instantly on pressure contact and will stay sealed tightly even at temper- 
atures well below zero. 


Color, too, complements the design of the home so Roofmaster Shingles 
are made in eight new, bold colors which blend with contemporary exterior 
paints. The combination of color and long, low roofline effect are hallmarks 
of distinction on homes roofed with giant Carey Roofmaster. 


The full story of Carey Roofmaster Shingles is contained in a new publi- 
cation, Form No. 6422. You could find it an important story—write for a 
copy of this bulletin or call your Carey Representative for details. 
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new SALES AIDS 


Non-Climbable Fencing 


An unusual counter card, 13”x14”, dis- 
plays an actual sample of Non-Climbable 
fencing attached in die-cut slots. The 
board is formed in such a manner that 
the viewer gets a third dimensional effect 
when looking through the fencing at the 
arresting illustration of a boy and dog. 
The 2” x 4” mesh size, Non-Climbable 
fence is manufactured from electric fur- 
nace steel. Northwestern Steel and Wire 
Co., Dept. AL, Sterling, Ill. 
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For Details See New 
Inquiry Card on Back Cover 





Dispenses 20’ Wide Coverall 


A new low-cost compact dispenser for 
Coverall polyethylene sheeting handles a 
full range of widths up to 20’. Since 
Coverall is folded down on rolls for easy 
selling, the merchandiser requires only 
21” x 68” of floor space. Coverall can 
be dispensed from any position on the 
rack without changing the roll, maker 
says. The rack is constructed of heavy 
auge chrome-plated steel tubing and 
eatures a colorful top sign pointing out 
uses for Coverall. Warp Bros., Dept. AL, 
1100 N. Cicero Ave., Chicago 51. 
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‘‘Canned’”’ Aluminum Nails 


Nichols Wire & Aluminum Co. is 
packaging its etched aluminum alloy 
nails in rectangular cans bearing the red, 
white and blue design developed for its 
other products. The cans are opened 
by pulling a nylon drawstring. The cans 
bear a drawing of the actual size of the 
nail contained, give its name and its cov- 
erage ability, list the basic advantages of 
aluminum nails and show what other 
nail types are available. Called the Con- 
tractor-Pac by the Nichols firm, the 
display cans are packed 30 to a carton. 
Nichols Wire & Aluminum Co., Dept. 
AL, 1725 Rockingham Rd., Davenport, 
Towa. 
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If siding 


is your business 


then 


Carey, is your source for a 


complete line of 


asbestos-cement 


siding products. 
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Awning Merchandiser 


A new awning merchandising unit is 
currently being offered free of charge by 
Regal Window Products. The unit oc- 
cupies a minimum amount of space 
and displays life-size samples of Subur- 
banite Rigid Awning, Suburbanite Rigid 
Door Hood, Custom Roll-Up Awning, 
plus color chips and photographs of ac- 
tual installations. A literature rack also 
is provided with the display. Regal 
Window Products Co., Dept. AL, Har- 
risburg, Penna. 
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TV Commercial Service 


A TV animated cartoon commercial 
plugging kitchen remodeling is available 
to lumber dealers. The two photographs 
shown below are from an audition print 
available to dealers who may wish an 
advance showing of the commercial. 

Any dealer purchasing the film is of- 
fered exclusive use in his market and he 
may use the film as often and for as 
long a period as he likes without any 
additional cost, it is said. The agency 
will re-film the cartoon, which runs 














Vir 


BAXTER 
CO. 


DULUTH 


FREE ESTIMATES 























for 20 seconds, to spot in the dealer’s 
name. A dealer may obtain the kitchen 
remodeling TV commercial for $100. 
I.F.I. Advertising Agency, Dept. AL, 310 
Christie Bldg., Duluth 2, Minn. 
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Aluminum House Numbers 


A new self-service display helps sell 
black hammered aluminum house num- 
bers. The colorful green, black and 
white display shows customers three 
ways to identify their homes. Offered 
free of charge to dealers, the display 
requires only 942” x 13” of counter space; 
contains 10 each of numbers 1 through 
0 in separate compartments for easy 
self-service buying. Suggested retail price 
for each number is 21¢. Safe Padlock 
and Hardware Co., Dept. AL, Lancaster, 
Penna. 
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Ceramo - Colorful panel 
siding for quality homebuilding 


You can merchandise these features of Carey CERAMO in | | a 


terms that every prospective homebuyer will understand — 
= glazed ceramic-type surface needs no painting = won’t 
burn or rot—is termite-proof = washes clean and bright as 
new, with ordinary detergents and water = siding does 


not fade or discolor 


You can upgrade your quality homes within budgeted 
costs because Carey CERAMO Siding eliminates painting 









ne se 








of exterior walls, is easy to apply, and the wide choice of |/ 
colors offers variety in planning for groups of homes. 


If you haven’t checked on Carey CERAMO for your | 
quality homebuilding your first step should be to write | 
Box 76 for a copy of the full-color Bulletin #6392. 
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Classified 
Advertising 


Terms — Cash With Order 

Minimum Charge $7.50 

Rates: 

1 Time —30c per word for each insertion. 
Minimum charge of $1.50 per line. 

3 Times—25¢ per word for each consecutive 
insertion. Minimum charge of $1.25 
per line. 


Add $1.75 per insertion for blind ads bearing 
box number. 


No agency commission or cash discount 


allowed. 
All ads for classified section must be in Pub- 


lisher's office 14 days preceding date of pub- 
lication. Advertisements are set in uniform 6 
point style. No cuts or special borders al- 
lowed. Replies forwarded without additional 
charge. Count five words to a line and when 
less are specified or used, regular line rate is 
charged. When answering box numbers or 
mailing copy for ads address them to: 


AMERICAN LUMBERMAN 
59 East Monroe St., Chicago 3, Ill. 
Phone: Fi 6-7788 





HELP WANTED | 





HELP WANTED 








BUSINESS FOR SALE 











MANAGER WANTED: Firm operating four 
yards, in business since 1898, needs a man- 
ager for its newly remodeled yard in Port 
Isabel, Texas, a Gulf Coast fish and sea- 
side resort town of some 2500 with a good 
outlook for growth from development of the 
South Padre Island resort area. Salary $450 
aed 8% bonus, with life and hospitalization 
nsurance plan. Capable second man availa- 
ble to handle the ks. Manager must be 
able to draw simple plans a accurately 
figure complete est tes on FHA residential 
and light commercial construction, handle 
FHA and conventional loans, and oversee 
construction work as profit potential from 
contracting operations is good. This yard 
built 10 houses last year. Excellent opportu- 
nity for advancement in this and larger re- 
lated line yard firm on proven ability in this 
job. Address Box H-57 American Lumber- 
man & Building Products Merchandiser. 





MANAGER, for suburban New Jersey Lum- 
ber Yard. Salary $6,000 to $8,000 with bonus 
and investment opportunity. Write Box No. 
H-58 American Lumberman & Building Prod- 
ucts Merchandiser. 





SALES REPRESENTATIVE 
AVAILABLE 











Sales Representation Available 
Aggressive Distributor selling Wisconsin 
Lumber Yards successfully for twelve years 
seeks major reputable line as manufacturer's 
agent. Can furnish warehouse in Milwaukee. 
rene Box H-39 American Lumberman, 
ne. 





SALES REPRESENTATIVE 
WANTED 








MILLWORK ESTIMATOR 

AND SUPERINTENDENT 
South Flordia Millwork firm wishes to em- 
ploy experienced Millwork Estimator and 
Superintendent. None but man of good 
character considered. No drinker wanted. 
Address Box H-55 American lumberman & 
Building Products Merchandiser. 


Carpenters—write for prices and information 
on selling and installing our exclusive pat- 
ented hardware for turning double hung 
sliding wooden window sash inside out for 
washing and 100% ventilation. 
Reynolds Windows, Inc. 
Huntingdon, Penna. 





Office Sales Manager 

Lumber and building supplies dealer needs 
experienced office salesman. Must know 
building materials, lumber and hardware 
lines, be able to handle deliveries, invoicing, 
work with sales manager. Write McCoy Mfg. 
Co., Inc., Box 414, Gainesville, Florida, giv- 
ing complete resume, references, salary re- 
quirement. Excellent opportunity for ad- 
vancement with large reputable company in 
Florida’s University City. 





LUMBER SALESMEN 
Excellent opportunity if you are hard work- 
ing, aggressive, 25 or older, with knowledge 
of lumber and a desire to sell at a good in- 
come. 


We are well known, long established no- 
yard wholesalers with choice openings for 
men to sell retail lumber dealers and indus- 
trial accounts in following exclusive terri- 
tories with no weekend travel: 


Chicago; 
Joliet-Waukegan territory; 
Rockford and northern Illinois; 
Madison and southwest Wisconsin; 
Minneapolis and St. Paul; 
Des Moines and Southwest Iowa; 
Eastern Nebraska; 
Central and southern Missouri; 
We pay split profits with guarantee of sal- 
ary and full expenses including car. 


If you are already established selling lum- 
ber in one of these territories and are at all 
dissatisfied, you would find our supplying 
mills the finest and our arrangement most 
profitable. 


Our employees know of this ad. 


In your confidential reply to Box H-56, 
please outline full personal background and 
work experience. 
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LUMBER & DIMENSION 
WANTED 











CORE BLOCK PRODUCERS 
Require carload shipments 5/4 and 8/4 x 1- 
13/16” S2S. Higher prices offered for con- 
tinuous shipments. Address Box H-60 Amer- 
ican Lumberman & Building Products Mer- 
chandiser. 





BUSINESS FOR SALE 











FOR SALE: Lumber, Building Material, 
paint and hardware, small Alaska town. 
Grossing average $100,000—2 buildings, good 
inventory, going concern. Excellent buy, 
some financing available. Address Box G-51 
American Lumberman, Inc. 





The management stock in a_ successful 
wholesale and pees sash, door and mill- 
work corporation, located in the fastest 
growing part of the North Central Area. A 
real opportunity for a capable and ex- 
perienced millwork person or a manufac- 
turer seeking an established jobber outlet. 

ddress Box 62, American Lumberman and 
Building Products Merchandiser. 





Near Asheville, North Carolina, Lumber 
Plant Equipment and stock for sale with 
long lease on Real Estate, Dry Kiln, Siding 
and Warehouses suitable for lumber, veneer, 
furniture or oak flooring manufacturing. De- 
tails furnished when interest and ability are 
established. FLETCHER LUMBER COM- 
PANY INC., Fletcher, North Carolina. 


Lumber Yard For Sale 
Going concern in growing community in 
Western South Dakota. Cash or terms to 
right party. Address Box H-47 American 
Lumberman and Building Products Mer- 
chandiser. 





Arizona’s Oldest Retail Lumber Business 
For Sale. Owner for sixty-three years wants 
to retire. Will lease eeeoery with 87,500 
sq. ft. of ground mesating 25,000 sq. ft. of 
shed space. Rail spur inside yard. Address 
Box H-53 American Lumberman and Build- 
ing Products Merchandiser. 





THE MOST OUTSTANDING YARD in the 
Southwest is for sale due to owner's retire- 
ment account of age. City of 350,000. Estab- 
lished business; yearly sales approximately 
$1,000,000. No bonus. Inventory at market. 
Sell or lease equipment and improvements to 
responsible purchaser. Exceptional oppor- 
tunity. Negotiations confidential. Address 
Box H-26 American Lumberman, Inc. 





For Sale: Lumber, Builders Supplies, Paint 
and Hardware. 18,225 Sq. Ft. All under roof. 
Railroad Siding. Business established 1884. 
Population 12,000. Address Box H-61 Amer- 
ican Lumberman & Building Products Mer- 
chandiser. 





Moulding Plant For Sale. One Moulder, very 
ood equipped Plant, Resaw, Ripsaw, Filing 
oom, Sawdust bin, Offices 5800 Sq. Ft., en- 

closed building, RR Siding, located in the 

Southwest. Rare opportunity. Address Box 

H-62 American Lumberman & Building 

Products Merchandiser. 





FOR SALE 
Lumber and Building Material Yard in one 
of the fastest a areas and within 90 
miles of New York City. Owner has reasons 
for selling. Address Box H-63 American 
, espace & Building Products Merchan- 
iser. 





New York Area: Excellent Retail Lumber- 
— for sale or rent. Owner 40 years in 
usiness to retire December 1959. Necesary 
capital $75-100,000. Address Box H-64 Amer- 
ican Lumberman & Building Products Mer- 
chandiser. 





Stock, business and lease of independent 
lumber yard in Southeastern North Dakcta. 
1958 gross $136,000.00 Terms as _ agreed. 
COURTNEY REAL ESTATE SERVICE, 
Oakes, North Dakota. 





MISCELLANEOUS FOR SALE 








CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO 


119 North Fourth Street 
Minneapolis 1, Minn. 





RETAIL CATALOGS 
Illustrated, tailored to your operation. 
Write for details. 

The Dingley Press 
Freeport, Maine 





Patented double hung window of Extruded 
Aluminum, reversible feature ends cleaning 
hazards, complete with unique balance. Sale 
or royalty. Address Box H-59 Americar 
—_—— & Building Products Merchan- 
iser. 
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‘‘Have You Overlooked This?”’ 


The following manufacturers were carried 
in the June 8 issue of American Lumberman 
& BPM and are again listed with their in- 
> eg 4 numbers for your convenience. Use 

e Handy Cover Card for more information. 


Acme Steel Co. .153 
Steel straps cuts handling costs; use 
Handy Cover Card for data. 
Aluminum Company of America 
Information about aluminum doors and 
windows, and screening of Alcoa alu- 
minum available. 
Aluminum Company of America 1 
Announcing new rib and 4-V aluminum 
roofing; Alcoa aluminum roofing liter- 
ature available by mailing Handy Cover 


Card. 
Anderson Tool & Mfg. Co. 38 
Announcing utility knife with safety re- 
tractable blade; details for retailers 
available by sending Handy Cover Card. 
Arrow Metal ucts Corp. 120 
The low-priced summer patio market is 
met by new packaged patio-carport. Full 
details by sending Handy Cover Card. 
Barclay Manufacturing Co., Inc. 
Offers free counter cards, color streamers 
and stickers for Barclay Barclite ae. 
Bennett Mfg. Co., Richard C. 110 
How to make a P greece cutting panel boards 
to size is told here, with 2-way power 


saw. 
Bird & Son, Inc. 

Learn how you can create a sales boom 

when 
Borden’s 106 

Elmer’s Glue ve ARETE is being seen this 
year DY at g-billion readers; information 
on the ine available. 

BS a US vp kk cbteres suves were dtas 67 

Offers Colorful booklet on Bruce Lamin- 
ated Blocks for beautiful floors. 

Burroughs — 80 

Free , F “From Journalizing To Re- 
port riting’’ sent to dealers seeking 
money-saving accounting machine. 

Capitol Products Corp. 
nnouncing Olympia pre-hung aluminum 
combination door. Use Handy Cover Card 
for information. 

Continental Steel Corp. 

Crestline Co., The 

Find out how a small investment gets you 
into the millwork business. Use the 
Lao Cover Card. 

roducts Corp. 
al Commercial Body Corp. 134 

Slee truck bodies Gulanen exclusively 
for lumber dealers; send Handy Cover 
Card for details. 

Delmhorst Instrument Co. 
Desmond Bros 

Offers “Deft”, the complete interior wood 

finish in a 16-oz. spray can. 
Dexter Lock Div.. 

Dexter Industries, Inc. 

Manufacturer offers pushbotton or turn- 
button privacy sets in three knob de- 
signs. 

Dodge Corp w. 

Offers weckiet, “Dodge Reports—How To 
Use Them Effectively,” sent free to 
dealers. 

I Sot) 5b a casing odd one kewee 136 
Evans Products Co. 62 

New Poly-Clad Plywall fir plywood and 
Driftwood hardboard from your plywood 
jobber. 

Evans Rule Co. 

Announces new belt holster included with 
each pocket tape; point-of-sale display 
availa 

Firestone Tire & Rubber Co. 71 

Information on cutting costs on building 
materials deliveries with Firestone tires 
available. 

Flintkote Co., The 

New sales aids available for “Tuffy 
pers,” 12” tapered strip asphalt shingles. 
Send Handy Cover Card. 

ee sac eame 115 

Low operating cost reported by Michigan 
dealer for his heavy delivery truck; send 
Handy Cover Card for data. 

Formica Corp. 

Offers 10 plus-features on Formica Lami- 
nated Plastic. 

Freeport Woodcraft, Inc. ................ 127 

Announces line of stationary and interior 
movable shutters; for data, send Handy 
Cover Card. 

Friden, Inc. 66 

Presents the latest advance in fully auto- 
matic calculators. 

Garrard Co., Inc., W. A. 12 

Announces the Master Tru-Mitre Box for 

cross-cut saw, retailing at 

andy Cover Card. 


use with an 
$24.95. Use 
Georgia-Pacific 
Lumber protected in plastic coated heat- 
sealed peckepes offered by manufacturer. 
Georgia-Pacific 92 
Offers sample and complete data on GPX 
medium density plastic-faced plywood. 


Graham & Co., John H. 
Griffin Co., G. Ww. 117 
Hacksaw blades marked for the job are 
easy to sell, manufacturer says; send 
Handy Cover Card for details. 
Illinois Lock Co., The 


Learn how to mechanize warehousing and 

truck loading of lumber and materials. 
Johns-Manville 6 

Complete information on Seal-O-Matic 
Shingle offered to dealers. Use Handy 
Cover Card. 

Kaiser Aluminum 
Knape & Vogt Mfg. 

New Bubble Pack display stand and bulk 
Handy Hook merchandiser offered by 
manufacturer of K-V Handy Hooks. 

Kordite Corp. 

Offers polyethylene sheeting in short 
packs; easy to handle, display and sell. 
Use Handy Cover Card for details. 

Libbey-Owens-Ford 

Free booklet, “For Greater Profits,” avail- 
able. Also plans for display storage racks 
for glass 

Linseed Oil Products Corp. 
Lockwood Hardware Mfg. Co. 68 

Has attractive modern chain door fastener 
that unlocks by key. 

Macklanburg-Duncan Co. 
Marlite Div., Masonite Corp. ............. 90 

Announces new Marlite Random Plank; 
prefinished hardboard in six new fin- 
ishes, 16” wide by 14” thick; use Handy 
Cover Card. 

Massey-Ferguson Industrial Div. ......... 114 

Work Bull fork lift has many accessories, 
broadening its usefulness. Details avail- 
able; send Handy Cover Card. 

McLeete Co., The 
Minnesota Mining & Mfg. Co. 

Offers “Sanding Center” display to get 
volume sales and profits from abrasive 
products. 

Misceramic Tile 

Complete line of adhesive-type wall and 
floor tiles. For nearest distributor’s 
name. use Handy Cover Card. 

National Cash Register Co. 

Learn how your business can benefit from 
the time- and money-savings features of 
a National system. 

ON is obs ves eeaeaescive 121 
SG I ere ere 101 

Dutch Boy paint dealers are growing in 
their communities; data on special Dutch 
Boy benefits to dealers available. 

National Plastic Products Co., The 
Nichols Wire & Aluminum Co. 
Data available on Nichols Never-Stain alu- 


ADVERTISERS’ 


minum building products; use Handy 
Cover Card. 
Parker Hardware Mfg. Corp., 8S. 
Perma-Side Co. 

Offers Perma-Side aluminum baked-enam- 

el siding in attractive colors. 
Pickering Lumber Corp. 
Pittsburgh Plate Glass Co. 131 

Pennvernon window glass has fine visional 
qualities, this manufacturer says. 

Ponderosa Pine Woodwork 

Advantages of wood window units are 
told, supplier-members of PPW listed; 
use Handy Cover Card for details. 

Pratt & Lambert-Inc. 

P & L Tube System of Calibrated Colors 
helps cut paint investment. Handy Cover 
Card brings dealer sales data. 

Protection Products Mfg. Co. ........... 103 
Quaker State Metals Co. 94 

Describes “hidden persuader” residential 
metal product line, “most complete 
manufactured one source.” 

Roberts Co., The 

Free demonstrator available on Roberts 
Draftstop Weatherstripping and Door 
Bottom. 

Ruberoid 
Skil Corp. 

Sales of the Skil 500 line are u 
inventory at a minimum; full 
sales opportunities available. 

Smith Chemical Works, Inc., Geo. B. ...113 
Symons Clamp & Mfg. Co. ............. 141 

New steel form brace eases form align- 
ment; get dealer price information with 
Handy Cover Card. 

Tennessee Stove Works 
Truscon Div. 

Announces new economy line of alumi- 
num and steel windows, doors, frames, 
metal lath and accessories. 

United States Plywood Corp. 
Wagner Sign Service, Inc 

Movable letter sign builds impulse sales; 

for data file, use Handy Cover Card. 
Wells Aluminum Corp. 

Offers lineal fabrication program that cuts 
storm door costs 25%. Use Handy Cover 
Card. 

Weyerhaeuser Sales Co. .... 0.6 cceceeeece 154 

Water-repellant treated siding has advan- 
tages; for details, send Handy Cover 
Card. 

Weyerhaeuser Timber Co. 
Wood Products Co. 
Yale & Towne 

Announces a full line of bathroom acces- 
sories; free display is offered with stock 
order. Use Handy Cover Card for data. 

Zonolite Co. 76 
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Acme Steel Co. 
Aetna Plywood & Veneer Co. 
Allied Chemical Corp., 

Barrett Division 
American Screen Products Co. 
Appalachian Hardwoods 
Armstrong Cork Co. 


Barrett Division, 

Allied Chemical Corp. 
Behr-Manning Co., 

Div. of Norton Co. 
Berry Door Corp. 
Bethlehem Steel Co. 


Carey Mfg. Co., The Philip 
Cherry River Boom & Lbr. Co. 
Chevrolet Div. of General Motors 
Colorado Neng and Iron 

Corp., 
Continental “Can Co., 

Conolite Div. 
Continental Steel Corp. 


Dennix Products Co. 
Dicks-Armstrong-Pontius, Inc. 
Dur-O-waL Div., 

Cedar Rapids Block Co. 


Estwing Mfg. Co. 


Farley & Loetscher Mfg. Co. 
Filon Plastics Corp. 
Fordyce Lbr. Co. 
Formica Corporation, 

Sub. of Cyanamid 


Georgia-Pacific Corp. 
Gering Products, Inc. 


Hamer Lbr. Sales, Inc. 
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Independent Lock Co. 
Insulite Div., 
Minnesota & Ontario Paper Co. 


Leigh Building Products, 

Div. of Air Control Products, Inc 
Life 
Louver Manufacturing Co. 


Masonite Corporation 
Menominee Indian Mills 
Michigan-California Lbr. Co. 
Minnesota Mining and Mfg. Co. 


National Lock Co. . 

National Manufacturing Co. 
National Starch & Chemical erie 
Neils Lbr. Co., 


Osmose Wood Preserving Co. 
of America, Inc. 


Pacific Lbr. Co., The 
Pacific Mutual Door Co. ... 


R-B Co., The 


Santiam Lbr. 

Sargent & Co. 

Sterling Corp., John , 
Sun Valley Industries, Inc. 


Tarter, Webster & Johnson, Inc 
Taylor Garage Doors, Inc. 
Teco-Plywood Group 
Turnbuckles, Inc. 


U. S. Aluminum Siding Corp. 


Warp Brothers 
Wood-Mosaic Corp. 








MANAGEMENT WORKSHOP-IN-PRINT — ORGANIZED TEAMWORK SERIES NO. 4 


A Pattern for Profitable 
Dealer-Contractor Relationships 


How Teamwork Can Control Contractor Sales 


Profitable dealer control has four elements: efficient 
costs, adequate sales volume, profitable pricing and a 
profit-justifying service structure. 

A control plan, then, will have four cornerstones: 1, 
the control of cost through more efficient use of people 
and equipment; 2, the control of volume, through more 
sales pressure for the right kind of sale; 3, the control of 
price by providing more needed and wanted services; 4, 
the control of the individual sale by advertising and 
selling labor and material wrapped up in an end-use 
package, direct to the consumer. 

The control of the consumer sale is indispensable to 
such a basic policy. 

Every dollar’s worth of sales volume that ever by-passed 
any dealer, did so because someone other than the deal- 
er controlled the sale to the consumer. 

Under normal market conditions, if a dealer permits a 
contractor or anyone else to control the sale to the con- 
sumer, he is in no position to control price, cost, volume or 
profit. 

The future plan, then, must be one which will assure 
an optimum amount of controlled consumer sales year 
after year in each of the 51 Merchantable Construction 
Markets discussed frequently in American Lumberman. 

Here the dealer comes squarely up against these ques- 
tions: 

1. Can the dealer control the sale to the consumer and 
keep his contractors happy? 

2. Can the dealer achieve control of end-use pack- 
age sales to consumers without contracting? 

3. If he burns his bridges and goes into contracting, 
can he continue to grow in volume and profit? 

Hundreds of case histories prove that an unqualified 
“ves” can be given to each of these three questions. The 
principle involved in setting up a control policy is that 
the greater the degree of control of the sale, the more 
certain a dealer is to secure a profitable selling price 
against competition. 

When the contractor controls the sale of the com- 
pleted home to the consumer he fixes the selling price, and 
whatever price he fixes has all the dealer’s profit in it, as 
well as his own profit. Every dollar he can chisel out of 
the dealer’s profit is added to his own profit. 

Cost-ignorant dealers. Is there any dealer in the nation 
who does not believe that any contractor who will make 
enough copies of a material list and shop at enough 
places with enough dealers will not be able to find some 
cost-ignorant dealer who will cut the price below an 
adequate profit for the average dealer? 

On the other hand, if the dealer controls the sale of the 
completed house to the consumer, and if the dealer fixes 
the ultimate selling price of the completed package, both 
his profits and the contractor’s profits are in the selling 
price. Then the dealer sets out to buy labor as the con- 
tractor has done in the past to buy materials. Because he 
appreciates the necessity for contractor profit as well as 
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his own and wants to retain the cooperative goodwill of 
the contractor, he figures an adequate profit for labor 
and supervision in the deal for the contractor and pays it 
to him without attempting to chisel his price. 

Of course, the dealer gets his own profitable price for 
his own materials. So, the greater the degree of the control 
of the sale, the more assurance the dealer will have of a 
satisfactory profit. 

It can be demonstrated that the lowest economic cost 
for homes and home improvements is secured through a 
single management overhead embracing the local ware- 
housing, assembly, sale, construction and delivery of the 
end-use package to the consumer. 

One of the obvious reasons for the present chaotic 
distribution picture in the industry is that there is no 
economic justification for two local management over- 
heads in providing local construction packages—that of 
the contractor and that of the dealer! 

Thus the dealer finds that economic pressure is work- 
ing on his side in securing rather complete control of the 
consumer sales. 

This complete control of the sale can be secured in 
two ways: 1, by actually taking building contracts, and 2, 
by controlling the sale up to the point of signing the con- 
tract and then bringing the contractor and consumer 
together to sign the contract without the dealer’s name 
appearing in the contract. 

Under method No. 2, the dealer can broadcast the 
assurance to his contractors that he is not in the con- 
tracting business and yet he can completely control the 
sale. 

Control without contracting. In controlling the sale 
without contracting, the dealer does everything that a 
contractor would do in taking an order for a building 
contract. He can do this work himself or in partnership 
with the contractor with his own men directing the sale. 

A sale is developed to the point where the contract is 
ready to be signed. Then the contractor and consumer are 
brought together. 

When the contract is signed by the contractor and the 
consumer, the dealer secures from the contractor an as- 
signment and disbursement form, available on request, 
which gives the dealer not only complete control of the 
sale but control of the flow of the money on the job as 
well. 

The question of whether or not the dealer should en- 
gage in contracting, arises from six fundamental condi- 
tions: 

1. Contractors by-passing dealers when buying ma- 
terials. 

2. The difficulty of getting enough contractors to 
recognize the dealer as construction sales headquarters. 

3. The difficulty in securing a profitable price from 
contractors in highly competitive situations. 

4. Costly delays and serious losses on contractor cred- 
its. 

5. With increased consumer selling, the dealer finds 
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the consumer often holds him responsible for the work- 
manship applied to the materials as well as the materials 
themselves. 

6. The difficulty in getting contractors to undertake 
home improvement jobs when new construction is brisk. 

As these situations vary from season to season and year 
to year, most dealers are periodically faced with this issue. 

One group of dealers today have so far rigidly adhered 
to a policy of no contracting. Another group actually do 
contracting. A third group of dealers, numbering about one 
out of every four dealers, have adopted limited contracting, 
as a policy under which they take contracts for various 
types of home improvements and specialty buildings, but 
avoid custom-built new home contracting. 

Finally, there is a growing group of dealers who have 
learned how to work with a selected number of local 
contractors in a mutually profitable arrangement where 
the dealer does the selling, and the contractor the building, 
of the end-use consumer packages, with a mutual profit at 
the end of the job. 


Here are 11 techniques for control: 
1. End-use package selling with profit on labor as 
well as materials 
2. A primary source of leads and prospects 
3. Superior salesmanship 
4. A supply of needed building lots 
5. An exclusive supply of mortgage money or other 
needed credit 
6. An exclusive construction system 
7. A trade-in house plan 
8. Services that cannot be secured elsewhere 
9. Exclusive brands and products 
10. Exclusive plans that no one else can use 
11. Yard-fabricated buildings 
In the evolution of the retail lumber and _ building 
products merchant from a contractor’s supply yard to a 
modern building department store, nothing has _handi- 
capped progress more than the difficulty of finding an 
answer to the question “How can the dealer control the 
sale to the consumer without antagonizing his formerly 
best customer, the building contractor” 
Organized teamwork for mutual profit on the part of 
local dealers and contractors is an efficient, practical 
and workable method of doing this job. 


New role for the dealer. With this study of the historic 
attitudes and situations, we are now ready for a plan 
which will meet the need for creative merchandising on 
the dealer’s part. 

The key to such satisfactory relations is to take the 
contractor into a loosely knit partnership and become his 
best customer. When the contractor controls the sale, he 
is the dealer’s best customer. When the dealer controls the 
sale, he is the contractor’s best customer. 

Labor and supervision on one hand, and material supply 
on the other, are inseparable in the consumer’s mind. 
Unless the customer is a farmer or some other do-it- 
yourselfer, the consumer wants a single responsibility for 
material sales and construction services on his new home 
or other building package. 

Someone must make the contract sale and take primary 
responsibility for the complete package of labor and ma- 
terials. 

Should that someone be the dealer or the contractor? 
The answer is in three words—Dealer Sales Control. 

We have already seen that the dealer loses control of 
both volume and price if the contractor makes the sale 
and that the dealer’s chances of making a decent profit 
are multiplied many times by securing control of the 
sale. The hurdle for the dealer presented by the problem 
of controlling the sale shrinks to small size when he rec- 
ognizes that it is not necessary, desirable or practical to 
treat all contractors alike. 





NEXT ISSUE: “Organize Contractors for Mutual Profit.” 





The PRO’S of Dealer Contracting 
(Actual “quotes” from dealers) 

“I get as many as six extra profits by contracting 
that I cannot get from competitive sales to contrac- 
tors: 1, profits on a much larger material list; 2, 
profits on sub-contract materials; 3, profits on mon- 
ey and credit; 4, profits on labor and supervision; 5, 
profits on building sites; and 6, profits on trade-in 
houses”. 

“The net profits on a single job I contract often 
exceed 20 to 1 the profits I would make on a highly 
competitive sale to a contractor of the materials for 
the same job”. 

“I won’t have to take off material lists from blue- 
prints and then lose five out of seven jobs that I fig- 
ured”, 

“Where the contractor will not cooperate, I have 
no other recourse than to enter contracting.” 

“I am sick of carrying contractors’ credits fore- 
ever, and their (often heavy) uncollectible balances”. 

“You can’t separate labor and materials in the con- 
sumer’s mind. Somebody must sell the combined 
package. The dealer is the most logical and ideally 
situated salesman. 

“The control of local consumer sales is an infal- 
lible way for me to control distribution in my trading 
area. Contracting is the shortest road to control.” 

“I have an advantage over competitors with only 
One management overhead for labor and materials.” 

“When contractors won’t bid on home improve- 
ment jobs, I have been forced to contract them to 
make sales.” 

“I can show my cooperating contractors that they 
can make more money sub-contracting for me than 
by being prime contractor. I have to accept respon- 
sibility for the complete job to the consumer anyway; 
I might as well get all the profit for doing so. I elim- 
inate material price competition on materials.” 


The CON’S of Dealer Contracting 
(Actual “quotes” from dealers) 

“Contracting is an utterly different business than 
building materials retailing. I would be in danger in 
a field that I know little about.” 

“You can’t sell the people and compete with 
them. I would lose a lot of contractor volume.” 

“T will have to add experienced men to the pay- 
roll.” 

“Some contractors will get mad and set up as 
lumber dealers.” 

“It’s an awful lot of work.” 

“Local contractors and competitive dealers would 
gang up on me.” 

“We don’t have to contract. By end-use package 
selling we control the sale without contracting.” 

“I will do contracting only when there is no other 
way to control an adequate net profit in my busi- 
ness, and then only after I have acquired enough 
knowledge of the contracting business to assure my- 
self of a satisfactory net profit.” 





Follow Art Hood’s ‘‘Teamwork’’ 
Series in Each Issue of A.L. 


You'll learn f 
the way to... 


What's Dealer Sales Control?—See Page 5 
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ALL STEEL 


mM ev ONAL 


GARAGE DOORS 


wih Custom Mouldings 
& Window Variations 


Featuring the 


EXCLUSIVE MODERN 
FLUSH LOCK HANDLE 


These new custom mould- 
ed decorations and win- 
dow variations meet the 
need for relieving the 
plain surface of the door 
and make it blend with 
the house. 











This new flush type lock 
handle makes the door 
easy to operate and im- 
proves its appearance. 





DISTRIBUTORS WANTED 


We have an interesting and profitable prop- 
osition to offer distributors who call on lumber 
dealers. Write or phone, today. sf 


Taylor barage Yoors, Inc. 


Circle No. 348 on Handy Cover Card 
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New Literature 
Time-Saving Card—See Back Cover 


Electric Tools. A new 12-page buying guide lists 14 porta- 
ble electric tools plus a list of accessories for the homecrafts- 
man as well as the builder. The pocket-size booklet is illus- 
trated with photographs of routers, saws, sanders, drills and 
garden equipment. Each tool is described by model number 
and application including current prices. A short article on the 
use of the router in woodworking also is included in the 
booklet. For a free copy of the buying guide, write for “Pow- 
er Tool Magic,” Porter-Cable Co., Dept. AL, 103 Seneca St., 
Syracuse 4, N. Y. 





Circle No. 226 on Handy Cover Card 


Chain Link Fences. Data and information on the Page 
Registered Fence is contained in a well-illustrated, four-page 
folder. Designated bulletin DH-8, it contains fabrication de- 
tails, styles, heights and typical installation photographs. Page 
Steel and Wire Div., American Chain & Cable Co., Dept. AL, 
Monessen, Penna. 

Circle No. 227 on Handy Cover Card 


Fiberglas Form Boards. Owens-Corning Fiberglas Corp. has 
just published a supplementary data sheet, which contains in- 
formation, including specifications, of its Fiberglas Form 
Boards for use with lightweight, aggregate concrete roof deck 
constructions. The data sheet may be obtained without charge 
by writing to Owens-Corning Fiberglas Corp., Dept. AL, Na- 
tional Bank Bldg., Toledo 1, Ohio. 

Circle No. 228 on Handy Cover Card 


“Harmony in Hardware” is the title of a new, 11” x 8%” 
brochure containing 14 pages of exterior and interior hardware 
installations. Full color illustrations show the correct hardware 
to be used with modern, period and colonial decor. The bro- 
chure is especially designed to help the homeowner select 
the proper decorative and functional hardware for his home. 
For a quantity of free copies of the brochure, write to Medalist 
Hardware Div., National Lock Co., Dept. AL, Rockford, Ill. 

Circle No. 229 on Handy Cover Card 


“How to Layout a Parking Lot” is the title of a new 40-page 
book well illustrated with engineering drawings, charts and 
pictures of various types of parking lots. The book is especial- 
ly designed to help dealers plan parking lots so as to get the 
most cars in the lot with a minimum of mishaps in the park- 
ing of cars and also to operate the lot with the lowest cost 
factor. If women are going to be the main drivers using the 
lot, it’s best to have stalls 10’ wide instead of 8’ or 9’ wide, 
the book points out. The book also describes various types of 
parking lot equipment. Western Industries, Dept. AL, 2742 
West 36th Place, Chicago 32. 

Circle No. 230 on Handy Cover Card 


“Walkie or Rider Trucks”, a new eight-page, two-color 
brochure, is liberally illustrated to show how both the walkie 
and rider-type trucks fit into a wide variety of material 
handling programs. The brochure is especially designed to 
assist the material handling engineer in selecting the correct 
industrial truck to fit his individual job applications. For a 
free copy of the brochure, write to Automatic Transportation 
Co., Dept. AL, 149 W. 87th St., Chicago 21. 

Circle No. 231 on Handy Cover Card 


The 19th edition of a pocket catalog entitled “Better Ways 
to Package, Unitize and Ship” is chock-full of ideas for im- 
proving packaging and shipping methods. The 48-page book- 
let also contains the maker’s complete line of strapping, tools 
and equipment. A free copy of the new catalog may be 
obtained by writing to Signode Steel Strapping Co., Dept. AL, 
2600 North Western Ave., Chicago 47. 

Circle No. 232 on Handy Cover Card 


June 22, 1959, AMERICAN LUMBERMAN AND BUILDING PRODUCTS MERCHANDISER 





For 70 successful years, Fordyce Lumber Company has 
taken great pride in the quality of its products. Fordyce quality 
begins in the forests with the careful selection of saw logs. Fordyce quality is perfected 
in our modern mill where every log is accurately milled, thoroughly and properly 
__ kiln-dried, correctly graded and, in many instances, carefully packaged to assure 
188 +h \ that the product reaches you in perfect condition. Our pride of product 
Aut is YOUR key to greater profits because your success, like ours, depends on 
WIMVEOETMU, VA, 


satisfied customers. Try FORDYCE QUALITY next time ... and see the difference! 


LUMBER COMPANY 


R C is / R K A N 5 A S 


“oF BR AWN D: $3 +. oe K Ne Ww 
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It all adds up to faster turnover when you handle 


Speed Up Sales the line that’s paced for today’s market! Your sales 
people can select the right item with less waste motion 


... your customers SEE what you have to sell (and 


and Stock Control it stimulates impulse sales). Another advantage: you 


save on inventory and accounting procedure. 
.. WITH NATIONAL’S VISUAL PACKAGING, = join the swing to “National of Sterling”! 


PICTO-GRAPHIC LABELING AND WRITE FOR FREE CATALOG TODAY Ex 
NEW DECIMAL PACKAGING 


NATIONAL MANUFACTURING CO. 
11906 First Ave., Sterling, Illinois 


Circle No. 350 on Handy Cover Card 





